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COMPETE WITH 
THE BIG BOYS 
-AND WIN 

Earlc Liiflpin the 
aiiswfr for t}i«* iiiffli- 
uin--i/.e t^lieiil or apen- 
cy i^ more creativity — 
in media bu\iii<r and 
'•Iratep)' uell a.- i"np\ 
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17 Timebuyers 
take "See-for- 
yourself" tour 

Page 32 

Tv commercials 
with that 
continental touch 

Page 35 




Spot audience, 
network clients 



Page 39 



DlftC«t ON P 



GREEN BAY 

more than a third of the state's 
population, 25 of its counties 
and 10 of the principal cities. 
BASIC ABC NETWORK, SELECTED C 
ASK HEADLEY-REED TV 

CHANNEL 5 



Again - - Pulse Proves: 
KRNT Radio Dominates 
in the big DES MOINES 
Market in Iowa!.... 
102 FIRSTS out of 143 
Periods. KRNT leads 
Morning, Afternoon & 
Evening. KATZ has the 
latest facts on this 
Cowles operation. 

KRNT - The Station With The Fabulous Personalities and the Astronomical Ratings 
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DIGEST OF ARTICLES 

You don't have to be a giant to compete 

29 Karle l,u(l{:in. lieail of the Chicago agency of the -aiiie tianic, telK how a 
small agency or adverti'-er can battle the niajor^ — and win with creativii) 

Timebuyers see for themselves 

32 group of 17 buyers from three cities took an unu-iial -talion junket. 
This one included a real look at a market'^ industry, habits and fun 

Weather show lands a perfect sponsor 

34 Skntlle Manufacturing Co.. pioneer in humidifier field, uses \VOOD-T\'. 
Craud Rapids, weather show to educate people on moisture control 

Commercials with the "Continental touch" 

35 ^ report on producers in Europe whose techniques are new, unusual and 
attractive- Paris is only a few hours further than Hollywood by plane 

How to put a flip-card presentation on film 

38 Prospective clients in A^'ashington, D. C, area are -eeing unu>ual presen- 
tations, \\ RC-T\' kinescopes its pitches — with special effects to boot 

Radio Basics/July 

39 riic third monthly Radio Basics section features data on out-ofdiome 
listening by years and a current list of netv\ork radio advertisers 
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In Upcoming Issues 

11th Annual "Tv and Radio Basics" 

M'ONsoii's annual Tv and Radio I'asics (formerly Fall Facts Basics) will 
be out with the 27 July i~sue- packed with facts and interpretive reports 

A giant agency's growth plan 

.). alter Tlxuiipson with billings over §2,50 million is a giant growing 
even larger. Here i- it- streamlined formula for effective growth 
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woe TV 

Prox'cd by 648,330 Pieces of Proi^nini 
M.iil rcccix'cci by this St.irioii During 
6 full VcMi s of I ciccisrifiii . . . 




TOP FIGURE each county - Number Pieces of PROGRAM Mail Received durin£ 1955 .. 
2nd FIGURE each county - Number of Pieces of PROGRAM Mail per 1.000 Homes. 



This f;ibul()us response . . . 
yr. of it to locil live telecasts 
. . . be^.in ill IV5(). Thiit year 
. . woe-TVs first full )e:ir on 
the air . . . 33,H i5 pieces of 
program mail were receixed; 
this mail came from 23 Iowa- 
Illinois counties — 237 cities 
and towns. 
H)' I9S5, this response jumped 
to I (9,215 pieces of program 
mail receiveil tlurinj; a 12- 
month period; it came from 39 
lowa-lllinois counties — 513 
cities and towns in these counties. 

Accompan)in^ map shows 
breakdown of this 1955 pro- 
gram mail, pro\ing W'OC-TV's 
"Gooii Picture" area. 
\X'OC-TV Viewers arc respon- 
sive. They responil to W'OC-TV 
telecasts hy mail. More import- 
ant, the)' respontl to atlvertising 
on WOC-TV by purchases at 
retail outlets. W'e ha\e a million 
success stories to prove it (well, 
ahnost a million). Let your 
nearest Peters, Griffin, Wood- 
ward representative give you 
the facts. Or call us tlircct. 



WOC-TV 39-COUiNTY COVERAGE DATA - 



Population • 

Families • 

Retail Sales p 

Effective Buying Income • 

Source • 

Number TV Homes • 

Source m 



1,583.800 
•i89,700 
l,93i,98i,000 
2,686,(13,000 

1957 Survc)- of Buying Income 

(Sales Management ) 

317,902 

Ad\ertising Research 
Foundation 



WOC-TV Owned and Operated by Central Broadcasting Company, 

Davenport, Iowa 



The Quinl-Ciliei Slalion — 
Davenport and Bellendorf 
in lowo; Rock liland, Mo- 
line ond Eoil Moline in 
Illinois 



woe TV 

Channel 6 •Maximum Power •Basic NBC 



Col. B. J. Palmer, president 
Erne»» C. Sanders, resident manager 
Mark Wadlinger, resident sales manage 
PETERS, GRIFFIN, WOODWARD, INC 
Exclusive Notional Representative 



YOU MIGHT CAST A TMtOUT FLY 104 FEET"" 

BUT... YOU NEED WKZO-TV 

TO ''MAKE THEM BITE'' IN 



AMERICAN RESEARCH BUREAU 
MARCH 1957 REPORT 
GRAND RAPIDS-KALAMAZOO 



TIME PERIODS 



Number of Quarter Hours 
With Higher Ratings 



WKZO-TV 


Station B 


MONDAY THRU FRIDAY 






8:00 a.m. to 6:00 p.m. 


143 


57 


6:00 p.m. to 1 1 :00 p.m. 


94 


6 


SATURDAY 






8:00 a.m. to 1 1 :00 p.m. 


50 


10 


SUNDAY 






9:00 a.m. to 1 1 :00 p.m. 


40 


16 



NOTE: Survey based on sampling in the following proportions — Grand Rapids 
(42.8%), Kalamazoo (18.9%), Muskegon (19.8%), Battle Creek (18.5%). 



KALAMAZOO-GRAND RAPIDS! 

Take a look at those :Mareh 1!)57 ARB figures at the left. 
WKZO-TV is first in 327 out of 416 quarter hours— or 
7:^.6''', of the time! 

WKZO-TV is the Official IJasie CBS Television Outlet 
for Kalamazoo-draud Rapids. Telecasts on Channel 3 
with lOO.OOn watts from a 1000' tower. Serves one of 
America's top-'iO TV markets — oirr 600,000 tdrvision 
in M^(strni Michigan and Xortho'n Indiana. 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 




WK20-TV — GRAND RAPIDS-KALAMAZOO 
WK20 RADIO — KALAMAZOO-BAHLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN. NEBRASKA 

Ajjociafed with 
WMBD RADIO — PEORIA. ILLINOIS 



Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 

Avery- Knodel, Inc., Exclusive National Representatives 



^ Jack Cross field, San Francisco, California holds this irorWs record. 
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GET YOUR MESSAGE 
ON THE MAGIC 

GOLDEN SPREAD 



WHERE GREAT 
THINGS ARE 
HAPPENING 
AND... 




BIG 4 

IS THE 

BIG BUY! 




iK Over 100,000 TV Sets 

lAr Neariy $200,000,000 in Retail Soles 
in tiie Area 

SERVED BEST BY 

BIG 4 

POWER: Viiual 100 KW 
Aural 50 KW 

Antenna Height SSy above graund 

KGNC-TV 

Channel 4 

AMARILLO. TEXAS 



NEWSMAKER 

of the week 



Hurry II. C.olicn Atlvrrtisiii^ ('n., uliirli ^rrir frtnit $(>(K).()()(f 
to Sfi-SKf millitm hilliiiiis in 10 yrnrs, has ItrtHulritnl lop 
iitisiKt'^ciin'iit rrspoitsihililu's hy oppniiitiii'; Etlirord Alrshlrr 
prt'sidriit of llir (liivitry, now rriKiiiinl C.olicii Alrshirr. 
CJtttir man of tlir hoard Ihtrry II. Coltrii ollrilniirs iinn'f to 
tiroH'tli of hilling, nml to ff/iv rlioitts tnp-lt'vrl roiiiisrl. 

The newsmaker: "lln' ^tiriifith of an iijii-ncx mir ■>!/(•. 

If\t)iicl shapiii'; cn-alixc media and copx approaclu--. i> tin- !iidi\id- 
iial. in-deptli markfling adx ict- cacli clieiil can get from oin top niaii- 
auciiuMil." sa\s Kdward Mi'-lilre. 

I In- n'spoii^il)ilii\ of the modern aj:eiie\ . he heliexes. is to render 
personah/.ed l)iisine>s seixire for the client, fioiiig in deptli into all 
those area^^ of nuuketing that have an iidhienee npon the client's 
hroad adxertising aims. 

"Iliis means, to us. that each account has the riiiht to personal 
attention from the atiencx principals." lie told sI'ONsok. 

Hecanse of the ajiencx s jirowth I from nine emploxees in 191-7 to 
more than in lOoTl. llarr\ M. Cohen felt that the top manajie- 
nient rcsponsihilities need to he shared. Toda) he has a team of 
three high-lcxel men in ke\ management positions and "no more 
than three weeks e\er go l)\ hut what all three of ns ha\e talked 
with each client. We all attend e\er\ important husiness meeting 
an\ client holds. ' 

Aleshire sees Cohen \ Aleshire as "husiness counsellors rather 
than advertising agents. T.ach of our accounts opens the hooks to us 
completelv . I his is v ital on packaged goods where advertising is 
tiie oul) controllahle variahle hetween one hraiul and another. 

W hile he feels thai it is dilTicult to delineate responsihilities in a 
clear line at the helm of an agene\ . it is generalU believed that llarrv 
Cohen v\ill concentrate on top management client contact, while 
Aleshire v\ill hring to management conferences hi;- h)ng background 
in tile various creative areas of advertising. 

"Creative people jeldom get into management." he sa\s. "either 
hecause thev aren t given the chance or because thev don't want 
to. " Xonetheless. Meshire has long felt that the ageuc\ man on the 
planning level luust cond)ine the creative and busine^s functions to be 
elTective. Hie emphasis upon a broad marketing approach to adver- 
tising, he adds, has put a new stress on "business-awareness on 
ever) level of copy and media strategv development. 

Meshire himself condtined the two functions as the agencv s crea- 
tive director and executive v. p. during the past 10 vears. In this 
capacitv he superv i.-ed all planning, art and copv on such luajor 
package goods account> as Grove Laboratories, Doeskin. I tica Club 
beer. Lvdia I'inkham and Pharma-Craft. 

The smart creative person, he concludes, can find the thing most 
important to anv product, "the selling idea, the copv hook, the 
reason for the existence of the product. I hen the copv starts. 
Copv's no good unless \ on complete this second step of erv stalli/.ing 
scientific or product research into copv people will understand. 
There's no feeling in the world like seeing a connnercial move 
manv thousands of people to perform one small act — bu\ ing." ^ 
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Leadership is a family 



affair 



John Quincy Adams, newly elected President, gazed reflectively at the 

portrait on the wall. How proud he must have felt following the footsteps 
of his illustrious father, John Adams, into the White House! 

Just as leadership was a tradition of the Adams family, so it is of the WKY 
Television System family of stations. This leadership has produced stations 



THE WKY TELEVISION SYSTEM, INC. 



outstanding in their markets — the logical choice for your advertising. 




WKY-TV Oklahoma City 
WKY Radio Oklahoma City 
WSFA-TV Montgomery 
WTVT Tampa-St. Petersburg 



Represented by the Katz Agency 
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Coronado 



'\\^^^ covered a vast territory . . 

Francisco Vasquez de Coronado, sixteenth- 
century Spanisii explorer, ranged over tliou- 
sands of miles in his search for the Seven 
Cities of Cibola and their golden treasure. 



today 

WGAL-TV covers 
avastMARKET territory 

• 3/2 million people 

• in 1,015,655 fannilies 

• owning 917,320 TV sets 

• earning %QVa billion annually 

• buying consumer goods that add up to 
%3Va billion annually In retail sales 

It's the coverage that makes WGAL-TV 
America's lOth TV Market! 





WGAl-TVi 

LANCASTER,. PA. 
NBC and CBS 



STEINMAN STATION 
Clair McCollough, Pres. 



CHANNEL 8 MULTI-CITY MARKET 




316,000 WATTS 



Representative The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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\hi\l ^ipni firunt tv tiritl ratlxn 

rinr.s of the \rri'k \r\lh inlrrprflixliDn 

in ilrfHh jor biisy retnlcm 
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Copyrlghl 1937 
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Till" i|iiicki-»t to i;rinT;il(' liriil in tin* iiMlii>.lr> tlii» N\rrk n»;i>. I(i r«l;irl ii 

ili«riis>>ioii nf l\ li;irtrr ilcJiN. 

Ill |i;irt llir I'liiiiiiiiitiiii) ln-cn -lined iiii iiiicw omt llic pi \ iluit \'^( r wniild 

enter into one of liie MKiniroiii tinie-for-('ilni |)ro|)o-i| ion-. 'I'lie l;irl tliiit IW(f eN riiliKilK 

iliilii't ilo it is :i •;eiiiiiiie euiiMiliit ion for llie :iiiti-l):ii-t<-r foire-. lint no end to tin* 
rontroNersy ;i> ji Nxliole. 

1m ii iint-lieli. tlie eonleiideis in llie Imitei iiiciiii define llieli -tiiiiee- tiin- 

• 'I'lie :iiitid):irt«>i- felloes riaiiii tli:it in tlii' Ion;: rnii the prjirtire i-. Iiiid for the 
hnsine-^s from e>erN iiii<;h'. heran-e it i-* ha-^ed on "friii'ies"* tiie ie— -er •-tatioii- 
-eaicliinir ff)r near-free proiiraniini.'. tlie nit r;i— luirp ad\erti-er- iookin'_' for liarf.';iin-. 'I lii-. 
-a\ tin' opponents, will enrnipt tlie niedinin (•\eiitii;dl\ in tlmt (pialilv will liecoine \a-th 
>eeon(l;ir\ to |)riee. 

• 'I'he liartrr hoys iiieaiitiine «-ont<-nd thai the) are fillin;! a >arniiiii eroiionii- 
rallv wliicli lia-n"t heen filled in an\ otiier wav. 



Tlie-e cpiotes rralliered 1>\ SPO\">OR-?CO|'K tliis week reflect '^orne of tlie moiintin'.' 
niieasine-- Treated l)\ the hartrr proMeni : 

y}VA)i \ i)ii{K(Troi{ or w \ge\cv iuijjnc ovkh «;.>o aiiluov t\ w- 

\n\ de\ ire tliat e\ a(le'< llie -tandnrd prnrediire of hin iiitr arrordiii2 to rard-rate or (inoted 
|tro<rrain jirice in tlie lonrr nm ran do irreparahle daniape to hotli t\' and tlio apeneii"^. 

IIKAI) TIMEIU YKK OF AN \CKXCV DOING OVKK SIO :MILFJ0N IN SPOT- 

It look- to nie a* llionali t\ lia-n't dime a liard enough neati\p selling jf)|i on tlie -nniller 
ad\erti-er. TIere'- tlie area tlie barter l>o\? Iia\e hceii quirk to exploit. 

A \.IOI\ KEP: ride— tlii- bedlam i- eontrolled — if not di-roura^ed alto^'etlier it 
can turn into a de-triicti\e erononiir forre for e\pr\ facet of tlie televi-ion iiidu>tr\. 

S\FJ:S AIVWCER of \ LE\I)INC tv FIL:M FIKM: WV are deppiv di-turhed 
li\ tlie penetration of barter deals, hut we can't i<ll\ sit l)\ wliile competitors feed tlie barter 
|)oo|. So. ju-t tliis week we as-igned -omebodv in our orgaiii/atioii to examine all a-|)eet- 
of barter. 

( 5ee 3 \ngnst SPdNsol! for a defniitiv e u|)diiting of llie barter -itualion.) 
>|»ot radio seeins headed for :i s|»ectaeiilar sninnirr. 

?PO\S0R-5C0PE Ibis week .becked witli a number of rep- on bow radio -tacked up 
(Ml tlieir books: II found tbal hiisiiiess >*a!i rininin^ an)N>liere from 10 lo 60'^ o\er 
last gear's level-;, 

I)on*l he Mirprised to find hark in the net>*ork radio fohl in the near 

fnlnre. I \fter \irtuallv underwriting (la\tiiiiP liidio 20 \ear- ago. P&C lia- c-cbewed the 
medium of late except for -poradic spot."! 

Two of tlie Cincinnati giant .- agencie- YiK l\ and C'onipton — are putting together 
material on the enrrent -talii!. of network radio for Pt!v(» apprai-al. 

^ &R - project among other things will (li elassify the >arions N*ays of hn) ing net- 
work radio today, and t2) outline how ?ouh* of the "tonnage" hnys can he n-ed for 
speeinl promotional effect*. 
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SPONSOR-SCOPE continued 



Af l*'rii*>*>ii iu'lwork Iv iiiiiv *l*'v*'I*>|> into »>iie of tlie Ii«>tte8t eoiiipetitive sectors 
(his fall. 

A new and li\ely conlcndpr. ABC TV, is set to lee off willi Luek) Lafly (specially 
(loveloj)efl as an aflernoon magnet I . M(jieo\ er. this week various media people told 
>P()\SOR-SCOPK tluit AliCs daUinie rate structure is beginning to draw real attention. 

F.arlicr in tiie \ear AIJC slice*! its (lavtiiiic rates to a tliir*! the nijrht-tiiiie rate. 
An added inducement for the close huyei;: The network's maximum discount is ?,2.^7< . 
com|)ared to the competitors' earnahlc peaks of 25'"^. 

This item should set Hollywood hack on its heels: A tv advertiser has exacted the 
ri^jlit to reject any filiii scri(>l for whatever reason he sees fit. 

The client that broke the story-control barrier is (Joodyear — with Y&H providing 
flH> Strategy. 

The scries involved is the Ak-oa-Coodyear AntlH>h>gy, scheduled for this fall. 

All the major agencies work closclv with t\ film producers on script supervision. But 
this makes the first known instance where the hiiyer's ahs«>Iiite powers are stipu- 
!ate»l hv contract. 



Her*' is a w*>uhl-hc news item that conked out this week, hut is reported never- 
ihcless hecanse of its straw-in-the-wind value: 

Hevlon's Kevson liros. were faced witli their own iiiuhi- million questi«>n: 
Shoid«l they move tin- §64,000 Question from CBS TV to ABC TV? 

TIh'v di«In't. It stays with CBS for a third season. 

But there was some soul-searching before the decision was finalized, and that mere fact 
made the nicdia fraternity pick up its cars. For one of the Kevloii agencies had con- 
fen*hMl strontilv that — without chaiisrinj; time or niiniher of stations — a switch 
wouhl save ahoiit $2.,'i million over the next 70 weeks. 

Tlie potential moral, as Madison Avenue sees it : Can a network alway s he sure 
of its traditionally dominant position when the shows are controlled hy some- 
hody else? 

There's a growing school of researchers in agencies which holds that, regard- 
less of ratin<i;s, it's advantageous to switch network tv shows every two or three 
years. 

Their reasoning: You get a high degree of audience conversion for your com- 
nicrcials with every program change. 

Exception: Those shows which use diflferent people each week or have periodic 
turnovers in their personalities. 

Pliariiiaceuticals, which — like Revlon — had heeii riding high on the tv hoom 
the past two years, expects to increase its network iiivestiiicnt to S12 million dur- 
ing J9.S7-.'58. 

Last season the fisure ran to $10. 5 million. 

Like all big spenders in tv. Pliarmaceutieals is now faced with the penalty of its 
own success: IIow to get enough new products to feed the demand it is creating. 
It has several new ones on tap. 

You'll lu'ar more and more ahout pre-planning where pilots of tv series arc 
concerned. 

TPA will announce this new policy: 1) Pilots to be produced only after extensive con- 
sultation with advertisers, agencies, networks, stations; and 2) after extensive audience re- 
action studies. 

With ])oliey TPA has created new "produce to order"' department, under Bruce Eells. 
TPA We-t Coast v.p. 

Pre\ iously RKO Teleradio and \BC TV Films had put similar emphasis on pre-plan- 
ning before production. 



10 
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SPONSOR-SCOPE iontmueJ 



Sii\<' ot iIh- Miiliiiil .\rl>\ork lliis wni'iiiii;; f(ir llic liii -i iir>>>. : (>ii:iimii- 

Irrd riiriiliilioii ii lirkli-li hiol for |o >%oi-k uilli. 

\- SI'ONSOIJ.SCOl'i: unit In |,ir^^. 'r.Mii 0".\ril I l?K() l. l. i.Hliol .iikI Kol.rrl- 
I \\ csl l)i(»;iil( ;|..|cr wild licid^ llic •;rini|) (li( kci irij: fi)i Mils I were ^lill ;irr;iii';iii;.' 

till- |)i)ukkcc|)iiiji (lcl;iil^ i)f till- ilciil. 

'I'niiKfcr i)f owiicisliij) |i> inkc fITcct "{I Jiih. 

Historical irotc: 'i'iic iiiicliii* uf funiu-d in ^riilciiiiici \mini;.' il- 

presidents were I'^Miik W'liitr iiiid l''di:;ii- Knii:ik. I lie foiiiidifi;; L'l iHTiil iiuiri;i;;iT wji^ 
l''red W^rliei*. 

'V\\r S«'oll Itiiliill iiiiri-<>>l>! in I iu' iN'oi-tlMM-.-l llii- >\eek joined llw >\ideii- 

iii<r <;roii|>-o>*iieisliii» list ^^i||l iIm- |niieli:i>e of KKIvM iiiul KKIvM-TN. S|>ok:iiie. 
l\>>- million. 

r.iillitt ako ..wiw Kl\r, K'lXCTV. ?e;ittl.-. iind KC.W :iiid K'(;\\^'l'\. l'..rtl;iiid. 

Jird^'iiij: from ;i rate sheet issued to apieiieies tliis week. I'jil \^^•;l^^•^''s l*ro<;i-jini 
Ser\i«'«' :ii>|M*:ii-s to Iir inilliii:: snles «'iinili;i>i* |>im'II\ iiiiirli on tin- >|>ol fonniihi. 

Tlie slie(>t ofTered oiie-iniiiiile |Kii-|i<'iii:itions in llu- .Mnnd.iy lliroii<:li l'i-id;iy .M;ir\ 
'M:ir:r:ire| .M«'Hri<le tv sIidw nTalfdioiirl on ha^is: 

• Ci'os^ |)r()p;ram cost: ■'^iSO, 

• •\|)|)ro\iiiiate time eosts in eijrlit markets: ?C)]0. 

• \p|)ro\imate time eosts in fi\e additiona' markets: .'^170. 

\ecortliii2 to tlie slieet. basie eiizlil markets rover 3 1,5' J of W S. t\' liomes. wliilc llie 
13 piovidp l i.O'^T ro\era;re. 

(Sco \e\\s VTraD-Ui) for ninad)ons: "^eliool-Cliinax Industries sales.) 

FdsrI nnvril ils liiir In llir prrs"* ljil«' in Aii<;iist. 

Meanulule Fo'mI i* iiri:(ilialiii<r villi Hiiii: Crosliy. llii-oii<:li CI5S T\'. foi* ;i 
90-niiiiiilr siieei;il to introdiiep tlie newronicr to the ])ul)lie some lime in >e|)teiid)er. 

The fir-t set of Ed-el eominerieal? have been eoiii])leted (the films are heinp jrujirded 
n-i eloselv as Fort Knox). 

Willi riicwnlel (luitiirallv') :is tarir«'t. Hinir lliis wrek prrsrnlrcl ils iiji- 
«lalrd slnrv on f^pnl radio tn CnmnlM'll.Ewald in Driroil. 

Blair's plan is to make the rounds of all the major automotive ageneips with thi- 
nip^entat ion as fmieklv a« nos^ihle. 

One of the kev points: Car niakci's arc nndriTSlinuitiii'; llie elT«M'ti\eii('.s* of ?>pot 
radio Iiv n*in!r il oiilv on :i seasonal lui.ais — a eoiitiniious program would |)ay mueh 
hisrher dividends eomparativelv. 

Anirriean ToIkk co as-nred SPONSOK-SCOIM': tiiis uei'k tliat tiir liii: liiiiidir 
il*.* luinrinp: iiilo ;*|iot radio llir nr\l 13 wcrks is in no >wiy eoniiecled >\illi liie 
I:Ur*i ranerr npi-oar fas some in the trad;? !=epni to think). 

These .•s:Unralion ranipaiciif in behalf of Luek\ Strike. Hit Parade, and Pall Mall. 
«av ATC adman, were planned Ions aao. 

Some f\0 niarkel* plii? flie Krvstone N'elMork are on the sehedide. 

Tn nianv of the market? ihere's tlii« rlmniie of s|ralr<;y: From nr>*s lu-riods 
'fi annoiinrrnirnlc. 

Pens eonlneted for avnilabilities had to skirt this i)ilfall: How their stations would he 
able lo slot these three brands amona the other eisrarettes alread\ on sebednle. 



Spol radio lliis -week was also liapp) 
in lln' rake-nii\ firld — General ^lills an«l 

General Mills is biivinir 20 announeenient? 
stalinns in n niarkri. The 10-week budget 



o\er sehednles from l%*n eompelilor* 
Diuiean Hinr* CP&G). 

a week for 10 weeks. u<ing l>^o and lliree 
: ?230.000 (BBDO). 
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SPONSOR-SCOPE continued . . . 



VCWi^ initial iiio\«' in taking over the Ticlewater Oil aeeonnt was to point it 
in the syndication direetioii via Highway Patrol (Ziv) in 126 markets. 

T\I5 credits Tidewater with an expenditure of $320,000 in sjxjt tv time for 1936. 



iXestle (Hryaii Ilonston) i.s switeliing the money it's been spending on Blondie 
(iMi(] TV) to lialC-honr syndicated films. 

It wants to ronccntrate its fire in the markets where its most needed. 



I"^lav-U-Straws is annexing another grocery store item which it thinks it put 
over with the help of tv. 

The new product is Ivisy-J nicer, a plastic lemon-shaped container of pure lemon 
juice, introduced h\ the l^nther Iheck Co., of IJoston. Tv wouhl he the wheelhouse. as was 
the case with Flav-R-.Straw . 

( Fhu -U-Straw spent SI. 6 mihion in spot tv last \ ear.) 



At the rate now is racing along in daytime network tv it's perhaps getting 

as many brand impressions weekly as it gathered in its radio heyday. 

SPONSOU-SCOPlVs anal) sis of P&G's current da) time picture in thumhnail arithmetical 
form : 

NO. I'R0C1{AM 14 MRS. 

SERIES PER \VK. \0. COMMERCIALS \0. IMPRESSIONS 

41 123 246 per home 



W hat would he the impact on advertising if the highest courts upheld the 
right of INIasters, the discount chain, to sliij) appliances to consumers in fair-trade 
states? 

S1*0\S0R-SC0PE this week (|uizzed key agency marketing men on the topic, and got 
this almost unanimous response: 

• Wherever a variable price structure springs up. you have to fight for more 
volume to keep profits coming in. 

• The only wav that volume can he achieved is through more advertising. 
GE is pressing the litigation against Masters. 

IManufacturers apparently are convinced that to survive competition they 
must depend more and more on mass advertising and promotion and less on 
[)crsonal selling. 

This point was sharply driven home hy findings reported this week hy the American 
INranagement Association. Here's the line of reasoning: 

1) Marketing expenses took an average of one-tenth of the total sales income dollar 
in 64 companies recently surveyed hy the A]MA. 

2) That 10% represents a bigger bite than ever. So to keep it in check, the man- 
ufacturer must rely on the economies of mass advertising. 



Joe Culligan. NBC Radio major-domo, waxed philosophical this week about 
the virtues of sticking with an idea until it pans out. 

He recalled how iMonitor, after its first hlusli. took a dive in ratings and advertiser 
interest. 

Monitor's jjresent status: The SRO sign will be out this fall. 

For other news coverage in this issue, see Newsmaker of the WVek. page 5: New 
and Henew. page 49: Spot Buys, page 50: News and Idea Wrap-Up. page 52: Washington 
WVek. page 61; SPOIVSOH Hears, page 64: and Tv and Radio Newsmakers, page 70. 
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NETWORK 
QUALITY 

at the local level! 




\ 



WIDE, WIDE TEXAS 

The show — Wide. Wide World, the engineering and production 
facility — KPRC-TV, the assignment — live camera coverage of 
the 70-mile Houston ship channel from sea, air and land in a 
20-minute period. A 48-man KPRC-'l V staff with supplemen- 
tary personnel and equipment delisered coverage for the network, 
using nine cameras located on a shrimp boat, helicopter, battle- 
ship, moving truck and atop a grain elevator. The art of knowing 
how in Houston belongs to KPRC-TV . . . the most potent 
advertising force in the Houston market! 



KPRC-TV 

HOUSTON 

CHANNEL 2 



JACK H 

Vice PresiJent jii.l 



ARRIS 

General Manager 



JACK McGREW 

Salional Sales Manager 



EDWARD RETRY S. CO. 

Saitonal Rcpri scntatti es 



(PRC-TV 



FIRST IN EXPERIENCE WITH OVER 900 MAN-YEARS 




r 



CASE HISTORY- ^f/^ 
LISTENERS /f ^'v^ 




KVEKY DAY OF THE YEAR produces 
success sloiie? for listeners as \\cll as adver- 
tisers on KBIO, as ^Irs. Helen M. Sparks 
Oeft above) and Mrs. Esther Bodge will 
testify. 

SHOWN AT THE TEAK OF THEH{ 
TOUU of th<; Dole pineapple factory on 
their free Honolulu vacation as guests of 
KBIG. these Corona housewives typify the 
thousands of .Southern Californians who have 
hecome even warmer friends of the Catalina 
Station through winning its daily Big Trip 
Contest over the past two year?. 

KIHG SEiNHS DELIGHTFLL COUI'LES, 

expense-free, to Honolulu and Acapulco 
every month; to Las ^ egas and Santa Bar- 
bara every week; to an evening of dinner 
dancing and top floor show entertainment 
at the Hollywood Moulin Rouge every day. 
Jaunts from the mainland to Catalina and 
daily merchandise awards supplement the 
regular prizes. 

EACH KIHC HOURLY - MLM TE 

INEVi SCAST is climaxed with the announce- 
ment of the prize winners of the day ... a 
constant tune-in incentive for all station ad- 
vertisers, and a very special attention-holding 
plus for news sponsors. ^ our KBIG or W eed 
representative has the full story on a few 
award-winning news strips still available for 
sale. 




JOHN POOLE BROADCASTING CO. 

6540 8un»et Blvd.. Los Anpeles 28, California 
Te/epftone: HOIIywood 3-3305 

Nar. Rep. WEED and Company 
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Timebuyers 
at work 




Bob Clatzer, Ben Sackheiiii. New York, .■ia\^: "'Pie,-eutl\ our ageiic) 
is clo^^illg one of the largest spot bu\s e\er made for a first-time 
regional television advertiser. Our client. iVationwide Insurance 
Co. of Columbus, Ohio, has bought / Remember Mama. It will run 
in 36 Eastern and Midwestern markets for 52 weeks starting October 
1st. We feel the buy is a healthy 
departure from the current prac- 
tice among Xationw'ide's competi- 
tors, who are buying news, sports 
and network sjjectaculars. Our 
campaign is calculated to bring 
home on the local level the mean- 
ing of iSationwide's maxim. 'In 
Service with People. We ex[)ect 
/ Remember Mama, with its read- 
ily identifiable home characters, to 
create a climate of warmth and re- 
spect for Nationwide's agents in 
their connnunities, in keeping with the companv's long history of 
service and integrity. We've kept this basic point in mind in our 
discussions with the stations. Since we expect the stations to carr\ 
the burden of local show promotion and merchandising, we are se- 
lecting stations which can show us results in this field, since promo- 
tion and merchandising are as vital as the programing itself. ' 



Marie Coleman, Donahue & Coe, Xew \ork, savs: "Introducing the 
new product to the public is an important timebuving challenge. 1 
feel it's best to initiate a campaign which has scope, rather than 
select a single target for your advertising. It's too earlv to tell who 
the potential buyers will be. Man\ advertisers \\a\e made the mis- 
lake of too quickly calculating the 
market for their product, to find 
later through research that their 
product was selling to entirely dif- 
ferent customers. Or others have 
found that the\ were only tapping 
a fraction of their potential mar- 
ket. Even when it s more or less 
pre-determined by t\ pe of product 
/ » who Avill buy, serious errors can 

I ■ be made that can handicap the 

A selling of the product — perhaps 

not as to market, but as to the type 
of programing that will best create a demand. If similar products 
are already being sold, their programing isn t necessarih a good 
guide. Remember, your product is new and mustn t get lost in the 
spot shuflle. Since therp is no fornmla. the advertiser should seek a 
large audience provided . by rouud-the-clock saturation combined 
w ith special announcements for the audience most likely to bu\ . 
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THE MIDDLE OF 
WASHINGTON STATE 




IN A MARKET BY ITSELF 

Mountains and miles separate our 
Central Washington market from 
Seattle and Spokane. Coverage 
comes from WITHIN our farm and 
industrial area, not from without. 

Retail Sales 

$438,983,000 

Radio Homes 

116,594 

Radio Farm Homes 

20,000 

WE GUARANTEE 

to outpull all other 
North Central Washington 
Media 

2 to 1 




National Reps: Seattle & Portland Reps: 
Forjoe & Co., Inc. Art Moore & Assoc. 

National Sales: 
Pat O'Halloran 
NOrmandy 3-5121 
Wenatchec 



^I^H by Rob Foreman 

^ Agency ad libs 




Excitement in Alaskan television | 

I (1 like to flevote tliese pica^ to tliree subject.'^, 
tlie first heiiig .Station KI'^NI-TV, Anchorage, 
\laska. Here hrevity is essential since I spent 
onh a short time with two gentlemen from this 
outlet on the wa\ to and from a recent Alaskan 
fishing trip. 

However, one need not take long to become in- 
fected with the enthusiasm for their market and 
devotion to the medium which Hal Champeness and his bo^s Al 
Bramstedt. j)os.sess in abundance. 

Anchorage is a non-interconnected connnunity of approxiniatelv 
45,000 |)eople. growing- faster than almost any we have here in the 
States. It is a fiercely proud, modern town and as tv-niinded as any 
) ou ve witnessed. 

X«t a Tiimira »S: Blubber operation 

Success stories (a milk company contest, for example I : the pride 
in their remote programing I of the animal dog sled race); their 
modern equipnigiit, quickly disjiel any ideas \(m might have had 
about this being .strictly a Tundra & Blubber operation. From a 
hard-headed business point-of-view , KEN1-T\'^ is as exciting as 
Alaska itself. More cant be said! It does a Madison Avenue-ite 
good to get awa\ once in a while from a town where million-dollar 
budgets are commonplace bar-talk and six-camera set-ups are the 
order of the day. By the same token it is refreshing to get a first- 
hand glimpse of what skill, ingenuity and unflagging devotion can 
do — even with one camera ! 

By the way. you might be interested in a (]uick run-down from a 
recent Saturday s Anchorage Times as evidence of the part tv plays 
in the community. In addition to a detailed listing of the week's 
tele\ision on both KTVA and KENI-TV. there's the same for radio 
— all three stations. There are two tune-in ads — both on NTA fea- 
tures, and both starring Gene Tierney. There are several by-lined 
articles, one about the demise of the Caesar program, another about 
the Fairy Tale kick of the up-coming season, all up-to-date matter in 
the jargon and tempo of our fair trade. 

Point two — wherein I believe television can take a leaf from the 
success stories of the print copywriters. Iliere has been, of late, a 
rash of advertising camjjaigns in newspapers and magazines in 
which the models used were real people who look like real people. 
Big switch! In place of the model agency favorites with vapid look, 
brainless stare and characterless face. The New York Times, for ex- 
ample, is using human beings. It just so happens I know most of 
them, so I can \ ouch for the fact that they live in houses, pay taxes, 
have children and do not carry patent leather hat boxes or wear 
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BOTH "BOUNCED" TO 

NO. 1 STATIONS 

ratings STILL climbing 
by leaps and bounds! 



KOBY IN SAN FRANCISCO— 

■Ratings prove KOBY's popularity — 
Mar. -Apr. Pulse: weekdays 6 a.m. 
to mid. 7.3, Sat. 7.6, Sun. 9.3! 
May-June Hooper: weekdays 7 a.m. 
to noon 21.6 — noon — 6 p.m. 24.0 
. . . 22.8 all day average. Nielsen 
agrees— rates KOBY at 21,100 NSI 
6 a.m. to mid, KOBY operates full 
time . . . 10,000 watts — the bay 
area's most powerful independent. 
Contact Edward Retry & Company, 
Inc. 



KOSI 



IN DENVER- 



AM ratings are on a constant up- 
swing, leaving no doubt KOSI is 
No. I. May-June Hooper, 19.4 
a.m. — 22.1 p.m. share. February 
Pulse: 15.5 all day average. KOSI 
sells full time — to a big, big audi- 
ence In the mile high Denver area. 
KOSI operates at 5,000 watts . , , 
Represented nationally by Forjoe. 



V« ^MID-AMERICA 

Broadcasting Company 

In Greenville, Mississippi WGVM 
is No. 1 In Hooper and Nielsen 



w eflgrif'.'i ill tlic shower. Fur the above rea>on, the ads in whicli ihev 
appear are believable, interesting arul \ itab 

Other recent print cainpaigns ha\ e been achie\ ing this effect too. 
How unlike nio.-l television cop\ where the damsel in the kitchen 
looks as if slie were scared the washer would bite her and whose 
Bo>ton accent (as she scrubs hul)b)"s grriii) work clothes) is as out 
of place as Yogi Bena at a Back iiay lawn part\. .Maybe ice ought 
tf) lr\ real peojjie too! 

Finally: I'd like lo spend a word or tw(j in an attempt to admon- 
i>h liic publishers of this sheet for bothering to present the nonsense 
that Mr. Budd Schulberg spread upon these pages several issues ago. 
.^ince the purpose of a trade book is, I believe, to be of constructive 
as-islance to an induslr\, little can be ser\ed b) the exaggerations 
and contrived accusations of this author. \i'e can take criticism of 
course. Also we deserve some. But not of the type le\eled at us h\ 
Mr. S. Since we're used to such drivel, we usually pay it no atten- 
tion, yet when one of our own publications devotes space to it — well, 
that's a bit different. 

Bush league reporter 

_Mr. Schulberg has long made a good thing out of fictionizing. He 
should stick to it. When he tries to be a reporter (though I must 
say^ he didn't try very hard) he's a real bush leaguer. Where or from 
whom he gained his "kaww ledge'' of agency peojjle and practices I 
can't say. I can't even guess. Maybe be did sit in briefly on an 
actual meeting to gain the depth of know ledge he blithely owns up to. 
Sort of like the guy who spent 20 minutes between planes in Moscow 
and then lectures on Communism and the USSR. Or the fellow who 
went to Alaska for a w eek and is an expert on Arctic t\ . 

I haven't seen Mr. Schulberg's movie yet. Expect to soon and I 
know I II eiijo) it thoroughly — not as social document, but as an 
hour-plus of diversion, enhanced by Xecco wafers and Crackerjack. 
1 don't even resent Mr. Schulberg. In fact I admire him. But I do 
wince at the editors of this book falling for such a shodd\ and 
obvious publicity piece. ^ 



SPONSOR'S reply to Bob Foreman 

There are few occasions on which sponsor disagrees 
with Boh Foreman whose depth of abilit\ and judg- 
ment is wideh recognized. Ibis is one of those rare 
occasions. We suspect Bob is less objective on this 
subject than be is on most other topics. Though we 
share his anger at uninformed critics, we do not be- 
lie\ e the advertising business itself can afford to ignore 
attacks from public figures like Budd Schulberg who 
command a large audience. And so we carried (1 I 
Schulberg's viewpoint, (2) a followup in which admen 
explained fallacies in that viewpoint and l3l an edi- 
torial calling ff)r advertising to do a belter job of 
selling its role to the public. We believe such a p.r. 
effort is badly needed: we doubt much \\ill be done 
about it if critics are merelv dismissed uninformed. 



20 



spoxsori • 20 .]i i.v 19.iT 



I 




GIVES PERSONAL SERVICE TO tite Loiul o( IVI(£Jt & ;HbM£«j' ! 



SMALL CITIES & BIG FARMS. ..360, 000 FAMILIES 
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BUFFALO'S OWN AGENCIES 

AND ADVERTISERS CHOOSE 
WBUF, CHANNEL 17, AS THE 

MOVING 
FORCE IN 
BUFFALO 




4 




To keep 18 "Your Host" Restaurants busy 24 
hours a day, and to get new units off to a fast 
start, the Robert S. Ristnan Advertising Agency, 
Inc. buys nighttime station-breaks on WBUF . . . 

NIGHTTIME S TATION -BREAKS, because these good 
adjacencies at a good price mean "Your Host" 
reaches more people, with greater frequency, 
stimulating traffic just when restaurant activity 
hits the late-evening lull. 

WBUF , because, in the words of Robert S. Ris- 
man, president of the Robert S. Risman Ad- 
vertising Agency, "we believed that under NBC 
management, wbuf would live up to its great 
potential. In buying more time on wbuf than 
on all other television stations in the area com- 
bined, we anticipated a substantial metropolitan, 
rural and Canadian audience, at reasonable cost. 

"Our faith has been completely justified. Our 
client's business volume is up. The 'Your Host' 
restaurant chain is continuing to expand. And 
much of the credit must go to television station 
wbuf, where our spots now reach 77 '"c more 
audience than when we started a year ago." 

A bright and continuing history of sales suc- 
cesses for sponsors makes wbuf the fastest-mov- 
ing force in Buffalo today. This force is ready 
to do a selling job for you! Right now! 

WBUF 17 

BUFFALO. N.Y. SOLD BY SPOT SALES 

Foreground. I. to r.: Robert S. Risman, President, 
Robert S. Risman Advertising Agency, Inc.; Robert 
McAuliffe, Sales Representative, WBUF. In the back- 
ground, members of WBUF's technical staff. 





BALTIMORE 



is easier to reach 
when you ride on 



I 




REPRESENTED BY 



JOHN BLAIR AND CO. 
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Neits and vietcs for iconien in m 
advertising and wives of admen I 

Women's week j 



Clirislnias in Juh : "Seasons are mixed up for agency stylists," 
sa}s Y&R tv stylist Pat Miller. "We're shooting Christmas commer- 
cials right now. This means trying to second-guess \\hat the Paris 
fashions this fall might do to the feminine line by winter." 

Her tips on how to stay ahead of the times in dressing gals for 
commercials: 

1. .Stick to simple fashions because you can t guess as wrong on 
these. 

2. ^lake costumes appropriate for the occasion to be filmed. 

3. Have girls dress in clothes the \ iewers can identify with. (This 
rules out high fashion for most conmiercials. Of course, there are 
exceptions in commercials that try to convey a glamor mood with 
evening clothes, but here too the classic styles are safest.) 

The tv stylist's nightmare: Another Dior revolution. 



Women and cars: There may be a day when women industrial 
designers will become the trend in Detroit. Certainly women are 
playing an increasingly important role in influencing the designing 
and styling of cars. 

"The \\ oman's most important with the second-car market, ' says 
Lou Hagopian, Plymouth director of advertising. "But with the 
first car, she at least has a veto power.' 

Conscious of the woman s power, every major car manufacturer 
in Detroit today emplovs fashion consultants and agencies to advise 
on color schemes, upholstery patterns . . . and, even the dress styles 
for the next vear, since these might dictate major car styling changes. 



Cigar-smoking manners: Rose-Martin Advertising, agency for E. 
Kegensburg & Sons (Medalist cigars I , is convinced that women have 
a big effect upon cigar smoking. 

"A strong protest from the wife can kill that after-dinner cigar," 
sa)S Irl W. Rose. 11, president of the agenc\ . 

To squelch this protest, Rose-Martin has put its cigar account 
p.r. campaign into the hands of Stearn Hillstrom. the agency's lady 
p.r. vice president. Aiter her return from a European vacation, 
Stearn will be promoting cigar-puffing as "soul-satisfying. 

To the cigar-smokers of America, she proposes the following 
\\ oman-tested etiquette: 

1. Don't chew on an unlit or wet cigar butt. 

2. Take cigar out of mouth when talking. 

3. Use ashtra\s large enough to hold the ashes. 

4. Don't trail ashes behind you in office, restaurant or home. 

5. Keep live ash short. Suspense is unpleasant for onlookers. 
Adds Stanley Kolker, assistant to the president of the Cigar 

institute of America: "Cigar smoking manners are important if 
people around a smoker are to enjoy the smoker's pleasure." 
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AVAILABLE 

THIS 
SEPTEMBER 




SPONSORSHIP 
OF PROGRAMS 

lik« "Or. Hudson's 

Sacrat Journal", 
"Whirlybirds", ale. 





FULL MINUTES 
IN TOP MOVIES 

Lika "African Queen", 
"Moulin Rouga", etc. 




FIRST FULL 
COVERAGE OF 

SOUTHERN 
NEW ENGLAND 



ALL IN PRIME 
VIEWING TIME 

Full-length movies ot 
7:30 and 10:15 nightly, 
plus top-rated 
syndlcoted Tilms. 




FOR DETAILS 

Call Irwin Cowper, 
WTIC-TV 
Generol Sales Monager, 
or your nearest 
Harrington, 
Righler, & Parsons man. 




WTIC-TV 

HARTFORD, CONNECTICUT 
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GENERAL 
ADVERTISING 



573,000 



SPANISH-SPEAKING 
PEOPLE IN 
METROPOLITAN 
LOS ANGELES 



KWKW 



DELIVERS 
THIS 
CITY-WITHIN- 
A-CITY 



PASADIMA'LOS ANCILIS A 

\ . Spanish Lan^uai<c 
■ X. Station ^y.. 



LA.— RYan 1-6744 
S.F.— Theo B. Hall 
Eastern Rep. — National Time Sales 




49th and 
Madison 



When do commercials lose impact? 

We are looking for ?ome research 
material pertaining to the saturation 
of coinmercials. We are particularly 
interested in the impact curve of com- 
mercials on sales as it pertains to the 
number of times a particular commer- 
cial is used, over what span of time 
or number of programs, or Avhatever 
else has been developed and reported 
in this field. 

Ralph Carson. Carson-Roberts 
Advertising, Los Angeles 

*For a valualile pui<le to aiidirnro delivered 
depoiiclinp on the degree of "satiiralioii,** see 
Hadio Rabies ».ertion of Tv and Radio Basics, out 
next \*e<'k. 

Swap results for ratings 

I noticed in the SPONSOR issue of 6 
July that in "This We Fight For" por- 
tion of Sponsor Speaks you talked of 
cash results rather than ratings. 

Needless to say, that when and if 
this day ever arrives it will be a great 
day in the history of broadcasting 
business. 

Bob A. Roth 

commercial manager, 
KONO-TV, San Antonio 

Two fm's make beautiful music 

I was gratified to see a mention of fm 
radio in your item about stereophonic 
sound. Is it that there's so little news 
in the fm field? Naturally, those of us 
in fm. and especially those of us in fm 
only, feel that the medium is being 
overlooked. May I suggest that you 
keep a news eye on the Fm Develop- 
ment Association. 

In the stereophonic article (29 June 
1957. page 68) you mentioned that the 
I necessary ingredients for stereo are 
"1) two stations (either two am or an 
am and an fm)." Please be advised 
tvvo of our brothers in the Los Angeles 
area are broadcasting stereo, and they 
are fm onlv. For several months 
KCBH-FM and KHOF-FM have been 
broadcasting two hours of stereo each 
Sundav afternoon. Just this month, 
KCBH-FM and KMLA-FM have start- 
ed broadcasting six hours of stereo 
e\ery Sunday. As interest in stereo 
usually comes as a follow-up of high 
fidclitv. no other svsteni can offer the 



listener the advantages of both stereo 
and high fidelity as can two fm sta- 
tions. 

Your omission was small, but it's 
big to the fm-only operators. Even 
though you seldom mention my me- 
dium, I still read your magazine from 
cover to cover. 

Jiin Hodges 
commercial manager, 
KQXR, Bakers field, Calif. 

High results not high pressure 

In your "Sponsor Hears" section. June 
29 issue, you attribute the large num- 
ber of commercials heard on small 
town stations to the work of "high- 
pressure contest promoters," and men- 
tion that there are some thirty such 
groups operating out of New York. 

I do not take issue with your figures 
regarding the organized high-pressure 
sales groups, but I do take exception 
to your implication that most small 
town stations running a full commer- 
cial schedule do so because of the ef- 
forts of these hit-and-runners. Certain- 
ly, many small market radio stations 
do allow outside crews to come in and 
sell a quick gimmick-deal, but by far 
the greater majority of the successful 
small market station operators have 
made their own success. The small 
station owner has always derived the 
major share of his income from the 
local merchant, and during the period 
of television's ascent felt far less finan- 
cial pain than those larger stations Avho 
depended so much on national busi- 
ness. The small town retail adver- 
tiser is one of radio's greatest fans — 
he has seen radio bring him results at 
point of sale and knows its value. 

So, next time you tune your car ra- 
dio to a small town station, chances 
are not that a . . crew of high-pres- 
sure contest promoters has been work- 
ing in the area." Odds are that you 
are listening to a station operated by a 
good businessman who has been get- 
ting results for other good business- 
men for many, man} years. 

W. J. Tavlor. managing director. 
Southern California B'dcasters 
Ass'n, Los Angeles 
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The stntiis quo in Atlanta remains 
the same — only more so. NCS No. 2 detailed 
for advertisers the overwhelmingly 
dominant coverage advantage 
they enjoy on WSIi-TV. Now, ARIi gives you 
:i picture of the big aiulieiwe dominance which 
is yours only on WSH-TV — with shnrc of 
audience ranging as high as 65.1. 
Ask your Pctry man to show you the new 
graphic chart detailing this information. 
It's a pretty picture for WSB-TV advertisers. 




Atlanta's DOMINANT station... WSB/ TV 




^DOMINANT IN AUDIENCE 

Sign-on to sign-off: 
WSB-TV has 41.3% of the audience 
Station B has 36.2% of the audience 
Station C has 23% of the audience 

**DOMINANT IN COVERAGE 

In the 50% or better penetration areas 
WSB-TV covers 100 counties 
25% more than Station B covers 
72% more than Station C covers 



•ARB, June 1957 



'NCS No. 2 






/ 



Atlanta's 



WSB/TV 



Represented by Edw. Retry & Co. 

Aflfiliatcd with The Atlanta Journal and Constitution 

NBC affiliate 
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s happened in Minneapolis-St. Paul 



WDGY takes over first place — 

and 3 surveys say so! 

May-June Hooper says it. \VI)(1Y has 2.).i;'/, nv('rai;G share of audi- 
ouco, 7 a.m. -6 ]).ni., JNlouday tliroiii>li Saturday. 

June Trendex says it. WI)(!Y Jias ;iV.9'-/f average share of audi- 
ence, 7 a.ui.-() ]).ui., Monday thi-ough Salurchiy. 

Latest Nielsen says it. WIXiY first XSI area {) a.m.-6 p.m.. ^Eonday 
Ihroiig-h Saturday. 

Latest Pulse (back in March-April) said \VD(IY is firsi every 
afternoon. 

Storz Stalion programming excitement has over- 
turned radio listening — and ilme-huijing — hahits 
of a generation, (^et details from your Hlair 
man . . . or talk to WDGY (Jeneral ^Manager 
Jack Thaver. 



WDGY 

:)0,000 watts 
Minneapolis-St. Paul 






TA-riorsjs 

ODAY'S RADIO FOR TODAY'S SELLING 



WDGY Minneapolis St. Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR & CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 
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YOU DON'T HAVE TO BE 
A GIANT TO COMPETE 

So sa>^ l'];irl<' Lii(l<::iii of (Jiica«;o a«;(*iH y ol llu* >aiiu' iiaiiu". 
Small ajiciK V or cliriil can tin* majors — and >vin — >villi crcalivily. 

What's rrcalivily y Snrprisc, aj^ilily, ima<j;ination and linnior 



■ ( 



( IIIC\(,t» 

oil (Inii't Ikim' to lit' ;i giniit to com- 
|)ftf w itii one. " 

1 lii^ i> what l^arlt' l.tidgiii, lioaid ( liair- 
man of the Chicago agfiicN hcarin^r liis 
name, illii^trato with idt-as and action for 
lii> ati-ouiit> and lii> r-talT t'\er\ minute of 
the ad\eiti>inj; da\. His aj-encN and its 
Sll nn'lhon f)ilhnf; a|)|)ear l)ite size in 
roin|)arisoii w itii tlie i;iant maw of a 
J. W alter I lionijison. And man\ of liis ar- 
ronnts a|»|»ear Lilli|»utian in rontra^t to 



tlieii ow n niulti-inillion-dollai eompi-titor^. 

I5ut l^ii(l;.'iii coinix-tc* with J\\ I 
and Kath. |)rc\ ioush an unknown from 
Waterloo. Iowa, now \>('>l- maii\ a meal 
|jarker in its own trade. 

A niiduet can rom|)ete with am giant 
if he can hot him on one score the \ ital 
area nnsticalK descrihed as creati\it\. 
I his is the ( redo of Ludtiin the man and 
Liid"in the aaenf \ . 

Ludsiin. as e\er\one know>. i- a ere- 




Ludgin says the agency with a future 

has to have a bedrock in marketing solidified by 

creative people and new, adventuresome ideas 



ativc ageric) 



It hires creative people, 
spends laborious hours planning crea- 
tive campaigns, semis out top-echelon 
speakers to beat industry bushes with 
words designed to enflame all onlook- 
ers with the need for creativity. 

What most people don't know is 
what creative means in Earle Ludgin's 
dirtionarv. The term is no artificial 



barrier di\ idins; the 



writmg 



and art 



units from such areas as the account 
group, administration and research. 
Earle Ludgin and Co. is first a market- 
ing agency, secondly a creative agen- 
cy, thirdly an operation geared to crea- 
tive marketing at every job level in the 
company. 

An example of this integration: 
Rath Packing, which had never adver- 
tised nationally, was studied by 
Ludgin marketers intensively for some 
seven months before the first campaign 
specific was put on paper. The rec- 
ommendation : spot television to gain 
distribution and to make sales for the 
frozen pork, beef and veal Chopettes. 
Creative copy and creative buying 
which followed ereati\e planning have 
led to an outstanding sales record for 
the company. 

What are the components of a cre- 



ative 



y? Earle Ludgin 



some of his reasoning. 

"A creative agency doesn't rely on 
formulae of any kind. Every adver- 
tiser's problem is a different one and 
the first requirement is to isolate the 
problem itself. Within each problem 
there is and must be a solution. As a 
marketing agency, our concern is to 
consider the facts first as presented by 
marketing and then proceed to the cre- 
ativc. 

that margin 



What gives an 



rency 



of difference from its colleagues which 
makes it able to compete with giants? 
Ludgin says the "unexpected will do 



It. imagination, agility, liumor 



but 



you have to use it judiciously — and 
the "offbeat which is still in beat." 

These qualities are unusually effec- 
tive giant-killers in broadcast media 
campaigns, says Ludgin. "A formula 
was developed in the days of radio, a 
formula of triteness and repetition in 
programs and commercials which gave 
the agency and the client great wealth. 



They'd rotate the same cominereials in 
a regular pattern over the standard 
three-, six- or 12-week cycle and it 
worked commercially. Artistically, it 
was terrible. 

"This pattern is no longer valid. The 
agenc} which repeats a success in the 
hope that this will be a formula rather 
than a simple pattern is in trouble. The 
very weight of advertising is suffo- 
cating some advertising. There's just 
too much of it. People shrug it off or 
they can t remember it at all or they 



ha\ e only a vague notion. 



Nothing can 



be more expensive than to have a good 
commercial not remembered. 

"This is the creative job we have to 
do: first, to get ourselves seen or heard 
and then to get us recognized for who 
we are. Then we can make the sale." 
How to get this recognition: 
• Unexpectedness: "If the viewer or 
listener knows what you're going to 
do 

Weight 

so pervasive that the consumer can't 
escape. Few advertisers have the kind 
of money which buys this heavy 
A normal advertiser with a 
make himself 



you need a lot of weight to do it. 
eight is insistence you can't avoid. 



weight. 



normal 



budget must 



seen, heard and felt against tremen- 
dous competition. The unexpected is 
the best way." 

• Humor: "Humor must be treated 
\ery carefully so it doesn't overwhelm 
the story. It can't take possession of 
what is being done. We think a series 
of Helene Curtis commercials does this 
perfectly. Perhaps no more than 25% 
of the women used hair sprays when 
we introduced our European series of 
commercials for Spray Net. We used 
cities there for a connotation of pleas- 
ure, but every frame did some selling. 
We showed a London barrister whose 
wig was stiff, and told women theirs 
needn't be." 

• Imagination : "The people we hire 
must be willing to go beyond their 
own experience, their own limitations. 
Some agency people do only what they 
have learned elsewhere: others are not 
basically original and they prefer pat- 
terns. Still others are oppressed. We 
don't want people who are comfortable 
in knowing a proven track. We try to 
find a different wa) before we accept 
the current way." 

The agency administrators, headed 
by Earle Ludgin and by Vincent Bhss, 
its president, use their own imagina- 
tion in finding things which will spark 
the free-wheeling ideas of the staff. 

Some of these devices are more ob- 
vious than others. Ludgin's personal 
painting collection, a well known ex- 



Midget to major is &toryof McLaughlin's Manor House coffee, regional account 
with almost 100% of budget in tv spot. Film commercial screening gets check by 



writers, producer. About 55% of Ludgin's $14 million goes to broadcast media 




Midget-to-major epic is duplicated by Stopette, fir>t ^pray deodorant on 
market which zoomed to incredible success with tv. Underwater film sequence, top 
award-winner at Chicago Federated Ad Club, shows "clean feeling" of product 
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niiijik', is Miliicd <it M-\ciiil iiiillioii dol- 
iiiid is liiiii<: (111 :iliiii»t r\cT\ wall of 
>i\ lltiors in tlif l,iiS;illt'-\\ iit kcr MniM- 
iiij; on (]lii( ajio's i i\ crfront. Tlic paint- 
inj;s iiif rtitatod for the Name reason t\' 
and radio etnnniereiaU are >\\ itched : 
to pain awarene^N. <;i\f the s iewer new 
horizons, inijihint a feelinj; of plea^nre 
a( ct)ni|)anied li\ projire^^iN e ( han;;e. 
'I here arc also nioliiles and >fnl|itnre<. 

Other approaches to s|)arkin{: ein- 
|)l()\pe creati\it\ are lc» ohxion^. 'W 
producer Chair Callihan rccentK ar- 
raiijied for halfdionr fdni showinjis foi 
all cniplo\ecs in the i^Oth lloor confer- 
ence rctoiu each nutnth. one at noon 
anil the other at 3 o'clock. Conipan\ 
oflicers, account cxecntiNe^. clerical 
workers and research |)eo|)le all >talT- 
ers ha\e a chance to see the \ i>ijal 
teehni(|iies used in the worlds clas<it 
movie j)rodnctions rented from the 
Museum of .Modern Art in \e\\ \ ork. 

This continued e\|)osnre lioth di- 
rect and suhtle to new i(lea> is aimed 
at heijihtening awarenos of concejitN 
which are fresh and experimental a^ 
well as those wliicli arc old anil |)roNen 
It all a<hls up. Lndjiin thinks, to 
smarter eni|)lo\ees. ha|)|)ler ones, more 
creative and prO(hicti\c ones. 

President Bli^s sa\> "W'e struggle 
liarti to break the |)atterns of helun ior 
e\erv time it can he done sen>il)l\. \\ e 



A STUDY IN CONTRAST 

On these pnges: Ijtih- Lii<lpin X: (.o. hillinf; $1 I iittlhoti 

l)i--|)iic ii- imciIkiiii •<i/<-, I.iiiI;;iii i nniprli-^ snr i (•«-,(nll\ al iiiaik'lnic iit)il 
( rr:ili\r Icscli iiiiirli l)it;i:i r nji' tii i< ». Main ii( il^ new or -i lull 

ni'i'iiiiiiN li^ilil Inc- Id- loc vsilli t;i.iiil ( i)iii|ii liliir-. ( rrjii\ii\ it tli'-ir aii-wrr 

Next week: J. W altiT T/toiiijiunt nilli l>illiiif:s mrr $2'>() million 

lfi;inl .mil jirriw iii;i lur^'i-r, J W I , uiuIit Nnriiiiiii ■»lrr)ii»i-\ li-ail" i -liiii, ii|)|)liri 
-I ri'iiiiiliiiril (oiiniilu (iir mrsliiiij; iv, iiirdi.i. r<-i-ar( li (lc|)urIiiii iiN on l am 
|)aif;ii-. "^iiiall ai-r-oiiiit urniipv vtilli I(i|i-lr\ i-l rniiiiHcl in Iiidax'i upproar li 



look for the ro\iiig thought. We i han- 
nel the creati\e in>tinct toward an ex- 
panding nuirkct when we're talking 
with onr clients. (]reati\e thought ap- 
plies to other than the teehiii<|nes of 
cieatixe expro^ion. Ihat's \\h\ our 
writers speiul a-^ much time on research 
a^ the\ do on w riting. 

"The giants are >lower on their feet 
than we are. We want to increa>e the 
jiroduetion aiul sales of our accounts 
liy imaginati\e nuirketing and we're 
willing to go to much more than rea- 
>onahle lengths in gi\ ing rein to ?|)e- 
eial talents of our people. We don't 
want an inflexihle orgaiiizatifmal chart. 

"W'e tr\ to fit the business to our 
|)eo|)le. It's more dilTicult to keep our 
husine.x> well organized without a hlne- 



jirint \et we know people work hcttei 
without one. There jii^t aren't cnongli 
good peo|)le in aiKerti^ing. ' 

The ro\ ing thought of wliii h lilis* 
speaks ha> more room in which to 
rt)\e in tele\i*ion, he ^as-. 

The ageiie\ , at thi> mid-\ear jiuint. 
is hilling -ome .$11 million and ahout 
.)3^r, of thi"^ goo into Inoadca^t me. 
dia primarlK in t\'. Hilling lui-' more 
than douhh^l since 19.53, and the run- 
down of aceonnt* toda\ iiu lude*: 1 he 
Best Food*. Inc., "Sew 'i ork, for Kit 
(l\c> and Shiiiola and Dre-» I'arade 
>hoe poli.-he^: llelenc Curtis lndn>trie-. 
Inc.. Chicago, for .Sjirav Net. ."^toix-tte 
deodorant and Lcntheric perfume-: 
The Uath Packing Co., Waterhio, Iowa, 
iPlrn.se turn to page 66) 



Broadcast lilannrr- on -rveii mil »>( nine 
account* are Ruth Haliick. cliiel liiiirliuvtT, 
ami Clair Callilian, one of ihrei- pro(lucfT> 




Account planning i-^ -oimUinic^ done five years in advance as with Raih Packing, anoihcr 
IV success. Agency's liiggc-l hroadca-t client is Helene Curtis Industrie;, ^'.p. Ralpli W hiting, 
aceni. Miper., direct* expan-ioii of "^topelle, ~"pray Net, Lenlheric, all big nel iv sponsors 






Big-city media people toured 200 miles in two (lays in a private bus. First day's tour was planned by \\'STV-T\'; second by Obio group 



TIMEBUYERS' TOUR 

Some stations find it more profitable to take the agency buyer to 
the market than to sit in a far-away buying center and try to talk 
about an area. WSTV-TV, Steubenville, toured 17 media people thru 
Ohio's valley area for two days showing cities, industry and people 



^) lie of the roughejil problems tack- 
led by any station or rep is explaining 
a far-away market to a tiinebu)er or 
media man. How do you describe a 
cilv and trading zone, its people- and 
customs, its station facilities and talent 
or its bu)ing potential to a buyer who 
works in an office 1,000 miles away? 

^onle stations, surli as \YST\-T\, 
Steubenville, Ohio, have found one an- 
swer: instead of taking the market to 
the bu)ers they deli\er the buyers to 
tile market. W STV-TV recently con- 
ducted a two-day flurry of touring, 
sightseeing, education and fini for 17 
buyers from three major ad\ertising 
agenr\ renters — New York, Chicago 
and Minneapolis. 

Seventeen executives from The 
rriendi} Crouj), which operates 
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WSTV, Inc., and other outlets, uere 
joined by three members of Axery- 
Knodel station representative firm as 
hosts to tiie buyers and media people. 
Station president Jack X. Rerkman and 
executive vice president John J. Laux 
toured the group in a private bus over 
200 miles through the upper Ohio 
River valley. 

I lie\ show ed the bu\ers at first-hand 
evidences of the industrial boom in 
that area which last year brought in 16 
new industries and created 5,000 new 
jobs. \ew' construction within a 50- 
mile radius of the station is estimated 
to ha\ e cost more than $550 million. 

The tv station conducted its own 
broadcast and fun tour the first da\ : 
the Ohio I\i\ er \ alle\ De\ elopment 
Council took o\er the second dav. 



Here are some of the tour features: 
Jack Berkman w as host at a cocktail 
]:arty in his home after the guests ar- 
rived by plane from the various cities. 
The following morning the group 
toured Steubenville Pottery, where the 
well known Russell Wright pottery is 
made. President Harry Wintringer 
showed the baking ovens in which the 
pieces are fashioned, taking the tour to 
the final step of hand decoration. 

Next stop was the construction site 
of the new Cumberland locks and dam, 
a $75 million project just North of the 
city which is part of the modernization 
program to improve Ohio River navi- 
gation. Next to it the visitors saw the 
$116 million Ohio Edison power plant 
now being constructed to pro\ ide pow- 
er for new industry in the valley. 
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Buyers fiinKin- I!n»>i'II W ri[;Iil polli n- in i>\rri-. 




Bo^t ride Jia^f n \i>'" <>l Oliin Hi\<T. -Ircl inill-. 




Coverage \^ST\-T\ was shown on niaj) before lour 





Picnickers a'f meat roa>li'(l n-r un in in pnblic park 



Plant visit \\<'irlon MccI ~Ijowc(I vi-itor- typical indij-lry in an-a wliifli 
$.V:() niillioil in new con-lrurtiDri la-t year, 16 new in<Iu-l rii-s, .'i.OOO new jol)- 



CuestS came from tlirce major I)nyin<; center*. Tliey inclnded (front row. 
from I.) Ceorpe Clinton. WBLK-WPAR, Clarksbnrsi. Parker-Imrf:. ■« . \ a.; l.oii 
Kennedy. K&K. New York: Packy MacFarland. \\'.^T\ -TX : l]<d) Ki/er. \\ery- 
Knodel. New York; JJill Kliodes, \VST\'-T\': Hill Harm*. \very KnodH, Chi- 
ea!:o: Don lo~et. W PIT. Pitt^burpii; Carl Weinman. W^'I'X . Inc.: (fir-t row, 
-tandinp. from I.) John J. Lajix. W'STN . Inc.: Joseph M. Troe^cli. W ."^TX . Inc.; 
Sn-an Nel-on, Chicago; C,ene\ ieve Lempor. FC&B. Chieapo: Kay Jones, Y&R, 
New York; Ccnevie\e Schubert, Compton, .New York: Marian \lanzer, Camp- 
!)(dl-Mit!)un, \iinneapoii-; Wendell Eastlinp, Knox-Ree\e-i. Minneapolis; John 
Cole. McCann-Kriek^on, Chicajio; Jack N. lierknian. \\ STX . Inc.: Fred W eber. 
\\ .'^TX . inc.: Mliird and foiirtii row>, a< faces appear ) "^am \ ill. I)( .New- 
York: \ irpinia Crinin. W ST\ -T\ ; Peie Daiion. i5&I!. NeNv York; Lou Nel-im, 
(;oelTrey W ade, Chicago; Ro.l Gii)-on. W>T\ . inc.; Certrnde ^canlon. BHDO. 
New YOrk: Dave .Neid(d. Leo Bnriiett, Chicago; i^ee Gaynor. D-F'-S. New York; 
John Deacon. Tatliani-Lainl, Chicago; Harold Spielberg. Toni (;<>.. (.'hicago: 
Hill Kennedy, JW'T, Ciiieago; Glenn Giii)ert, Avery-Knodel, Detroit; Ke.\ King. 
W^TV.T\; Harry Hiirke. KODL T\ , Jopiin. Mo. Jack Herkman was host 



Crosyiiio; the t\\ct into W e>t \ \t- 
iriiiia. hiners liinrlied at a roiintry rliib 
and toiiml tlie \\ eirtoii 5tt"el Co. 
NNliicli eiiiploNS 14.000 per>ons. Trac- 
inji prodiirtioii of steel, tliey saw molt- 
en steel being poured into raiildron.- 
aiid tlie giant slabs being i(dled do\vn 
into tliin sheets. 

I?etiirning to ^tellben\iIle the\ at- 
tended a cocktail part) where the) met 
Ohio Governor \\ illiani C. (VNeill. keN 
speaker at a ban(]net which followed. 
The gronp then split up among three 
boats to traNel the Ohio luNcr for a 
night \ iew of the citN and some of its 
all-night industr\ operations. 

On the second daN biners went to 
Oliii Mathieson and HeNcre Copper ? 
new 8230 million aluminum plant in 
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THE PERFECT PRODUCT 
FOR A TV WEATHERCAST 

E» \ ('r\ one knows iihoiil air-coiulilioiiiiig, fppecialh in llie hot 
inontlis. bnt licre's an adxeiti^er who tiniicf] on llic lieal in the 
winter h\ talking about hiimiditw The Skullle Manufacturing 
Co. of Milford, Mirli., a jjioneer in huniiflificrs and interior 
moisture eontrol, deeided to try and make the pubh'e liumidity- 
conscious. 

Idle firm hiimched a tv test campaign in the Grand Raj)ids 
area \ ia Jacjua Co.. its agene\. ddie bu\ : a fi\ e-nu'nute weatlier 
report on \\'OOI)-TV. Grand Rapids, featuring meteorologist 
Frank Sla\ maker. The idea: a coiidjinatioii of Sla\ maker's 
deliver) and the j)rogram content would eounnand more than 
routine attention for the commercial message. 

The reasoning was right and the re-ult imjjressive. In a 
six-montli period II JuU" through 31 Decendier 19561 dealers 
sold over twice the number of hnmidifiers the) had moved in 
the preceding 12 montbs. an increase of more than 200%. 

The media strategv was straightforward. television was 
selected because of its ability to both demonstrate the j)roduct 
and educate the j)ublic as to the effects and methods of con- 
trolling moisture in the air. The Grand Rapids test area, since 
it's the home base of the agency, allowed for a close cheek of 
the program, coiiunercials and consumer response. 

Originall) signed for 13 weeks, the show was renewed to run 
until the end of the beating season. After the schedule was 
completed word-of-mouth assistance snowballed public response 
well into the summer months. 



I 

Meteoroloffi.sl Frank Slayrnaker delivers humidifier commercial on WOOD- 
TV weather report. Program more than quadrupled sales in tv test area 




nearby Clarington where tbe\ were met 
by a local high school band. Tliey 
then visited the county seat, where 
again a band turned out to welcome 
them, and heard the ma) or talk of the 
town, its citizens and local industr). 

Wind-up to the tour was an ox roa-t 
in another small Ohio town, Rarnes- 
ville, where local people were hosts at 
the feast in a city park. Manufactur- 
ers and businesses in the area set up an 
exhibit for the visitors to see. 

Each phase of the tour was designed 
to give the far-away buyers a better 
understanding of the character and 
mood of the Ohio valley communities 
and the people who live in them. Thev 
contrasted urban with rural residents 
and got a briefing on the history of the 
area and its future goals. 

The Avery-Knodel people there were 
Glenn Gilbert of the Detroit office. Bill 
Harms of Chicago and Bob Kizer of 
New York. Other Friendly Group ex- 
ecutives attending were Harry Burke, 
vice president and general manager of 
KODE-TY, Joplin, iMo. : George Clin- 
ton, vice president and general mana- 
ger of WBLK, Clarksburg, and WPAR, 
Parkersburg, W. Ya.; Don loset, vice 
president and general manager, WPIT, 
Pittsburgh. Others from WSTY, Inc.: 
Louis Berkman, vice president; Carl A. 
Weinman, secretary-treasurer; Joseph 
M. Troesch, vice president and assist- 
ant general manager; Rod Gibson, na- 
tional sales manager, New York. The 
names of all the timebuyer guests are 
on the j)receding page. 

Why should a station go to the 
trouble and heavy expense of such 
an elaborate tour for so many people? 

Many stations don't think it is 
trouble and they figure the cost is 
saved many times over by giving the 
buyer first-hand familiarity with the 
market. And this kind of maneuver 
ends up saving everyone a lot of time: 
the media person in the agency, the 
rep and — many times — the visiting 
manager or salesman from the station. 

For comments on this subject, see 
answers to "What is there about your 
market that a buyer must see person- 
ally to understand?" in SPONSOR Asks 
on page 44 of this issue. Among the 
big reasons: location, ratings, bro- 
chures and sales figures don't tell the 
whole station story; there are man\ 
variables in social and economic tastes 
and trends: cities are changing fast; 
each market area is unique and has 
certain pluses on which a buyer can 
capitalize. ^ 
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Giant: This o\t'r*izf model of 
a Frigidairc was con-itructfd in 
(lincma et I'liblicilf studios in 
Paris for a live-action ronuuer- 
cial that turned dcnionsiratioii 
ti'dmiiiiie into a •clamour spec 




TV COMMERCIALS WITH 



THE CONTINENTAL TOUCH 



1 



Like for(M":ii movies aii<l 



sports cars, the European 
filmed tv coiiiiiiercial fills 
a s])eeial niche without 
threatening; U.S. pro<liiet 



N 



ot c\er\ \iiierican in Paris these 
(ia\s is a tourist froiti the corn helt: 
ho iiia\ well he a tv coniniercial pro- 
(lurer from Madison \\etiue. It couhl 
he a Joe Fore-t of Est\ or a .Mark 
Lawrence of MacMann^, John and 
\datn>. or ^ome other I . S. a(hnan on 
the continent to snperx i>e sliootiiiji for 
?otne 60-»ecoiul -pots. 

1 lii^ does not iitipK a rii»h a\\a\ 
from L . 5. film >tii(lios and into the 
arms of o\ersea» ])ro(lncers. f-oreiun- 
produced tv commercials >till repre- 
sent otd\ a fraction of tho>e .showing 
i;p on \merican picture tube-. Iheir 
part in \meriean tv i- comparable to 
the role of foreimi movie- in the I . ^. 



not sudtcient sales to threaten our 
n'arket but. in their -pliere. excitinp 
(Miouiih to stimulate local creati\it\. 

1 he iiicrea-ing u-e of tlic-e foreign 
connnercial- i- inflicati\e of a con-taut 
elTort on the part of I . S. agencie- and 
their clients for the betterment of com- 
mercials. The tele\ tewer in his li\ ing 
room ma\ enjo\ the ^how. but hi- 
gratitufle to the -pon-or does not obli- 
gate him to watch the commercial. So 
there i- a natural concern among ad- 
\erti-cr- to produce commercials that 
(-omtnand rather than repel audience 
attention. 

"Here in the tv production depart- 
ment. ' one aflman tnhl spo\-oB. "we 
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CONTINENTAL COMMERCIALS continued 



inu^t fare tlu* fact that fee tv i? a left- 
haiidcd ua\ of ^^ayiiig, 'Woiildirt it l)e 
nici* to >ee the show witliout the coiii- 
iiieicials !' '" So the (jucst for fresh aj>- 
j)roa( lies and tecliiiicjiie^ will jro on 
and oceans will not l)e barriers. 

Oil this side of the Atlantic, some of 
the laigc t\ coiiiiiicrcial studios bcjoiid 
L . S. borders aie 5. W . (Caldwell. Rob- 
ert Lawrence Productions, W illiams & 
Hill. Crawle\ Films and Meridian, 
all in Canada, and Toinjikins Produc- 
tioii.> ill Mexico Cit\. In Euroj^e, some 
of the majors ser\iiig I . .S. clients are: 
Jooj) Ccesiiik (jjroiioniiccd Vope Cee- 
ziiik). \iiisterdam: Global Telefilms, 

Munich: Pearl and Deane, Ijd., Loii- 
>„..; r:..„ • i> 



UOll 

cite 



and in Paris. Cinema et Publi 



an? 

.es Piliiis I'ierre Kciiiont: Post 
arisieii: be Coiiiete and Sural. 
Many liave L . S. rejiresentatives. 




Global, for exaiiij)le, has itj- liead(|uar- 
ters ill \ew York but its j)roductioii 
staff in Munich. Jooj) Geesiiik (wliicli 
is realK the name of the studio's liead; 
tlie studio itself is called l)oll\W()od 
since it specializes in wooden ptij)j)ets) 
is re])reseiite(l in this countrj 1)\ Trans- 
film of iSew ^'ork. Arco Film Produc- 
tions. Inc.. New ^ ork. lias under con- 
tract the Fngli-b studios of Pearl and 
Deane and the French firiii~ of Cinema 
et Publicite, Lcs Films Pierre Ke- 
mont and Post Parisien. 

CurrentU in j)roductioii at Arco's 
Parisian studios is a 13-miiitite spon- 
sored film for tv and non-theatrical 
distribution for Minnesota Mining & 
Mfg. Cf). ( MacMaiius. John and Ad- 
ams). Other Arco clients include: PilG 
( B&B antl Conij)ton), Prudential Life 
Insurance (Calkins & Holden), Old 
Gold I Leiinen & Newell), Chevrolet 
( Caiiij)bell-Fw aid ) and Chrysler I Mc- 
Caim-Frickson ) . The latter's film is 
the show oj>eiiing for Shower of Stars: 
Arco did the multiplane and animation 
while Van Praag in the L\ S. filmed 
the live sequences. 

Jooj) Geesink's Amsterdam studio is 
currently jjroducing the Ballantiiie Ale 
"Brewer s Gold" commercials for Win. 
Esty Co. Among Global Telefilm s cli- 
ents are Remington Shavers (Y&R) 
and Brylcreeiii (Athertoii & Currier). 

Many of these American clients are 
buying their commercials in color, not 
because they are using them in color 
now. but as an investment. Meanwhile 



they are using black-and-white j)rints 
for current telecasting. 

What attracts clients into the fold of 
the foreign commercial j)roducers? 
Price? Not necessarily. "Production 
costs are com])arable to those in the 
Lnited States.'' say? Rene Ouliiian, 
president of Arco. "The advantage of 
using the French facilities is the avail- 
abilit\ of more production talent and 
more advanced tyjjes of animation and 
other effects for the same budget 
bracket." 

This is not surjjrising. since France 
was the cradle of animation. Walt 
Disney and Max Fleishman before him 
brought back the technique from Paris 
in the early 1920's and introduced it to 
American theatregoers. This does not 
mean that French designers have held 
supremacy in the years since then. 
The L. S. developed animation to a 
very high degree. What has happened, 
however, is that in recent years the 
short subject field in Hollywood has 
dropped off with the result that today 
America is not offering the same high 
caliber of schooling in animation and 
design as in the 1930 s. 

Tlie development of the French film 
commercial has meanwhile been fur- 
thered through the very nature of its 
use. These commercials weren t de- 
signed originally for television but for 
movie theatres. There they are screened 
between programs and they have had 
to be sufficiently entertaining to keep 
GalHc audiences ( who have paid for 



"Take trois:" The -et is rca<ly for action at Cinema et Publicite in Pari?. As in 
foreign feature films. European commercial? get top creative care and art treatment 



Puppets were chosen by \^'m. Esty Co. for Ballan- 
tiiie Ale commercials to avoitl confusion with their 
Beer spots. Joop Geesink's Dollywood studios in 
Amsterdam created the dolU and produced the series 




Ballet, with original musical scores, is forte ol 
Parisian film studios. \hove is 60-second wine 
'ommcrcial for showing in French mo^ic houses, a 
primary medium there. Spots are often applauded 






lltfii' •»r;il>) ciilci laiiicd. \n ndded 
Inirdcn on lite ( i('itli\il% of llir pni- 
dincr> llic f;it l llial llic^i- ;id\ciii^iiij; 
s1m)|I> !irc x icciicd >c\cti (ir cijilil in 
sii('t'0>^inii X) llrcN fonipcic willi cacli 
olluT for itttcntiiiii. In I'raucc, llic-c 
"iiiiimlc mt)%ic^ Iumc hccdtiic a ntajnr 
lUftlia. I"lic\ arc nflcii a|i|)l;uidcd. 

riic picliiro. all uilli orijiiiial mn-i- 
eal *cntr>. arc tiuKk- on .i.") mtit. lui^l- 
iitaii color. \lulli|)Uitic ;niiinalion i'i 
coiuhincd with li^c-acti(llt or w'llli 
model aiitinatiot). Set- arc iiiui<;iiia- 
li^c. color clTccl> arc Km i>li. 

yVniiiialioii co>l^. iiicliidiiif.' original 
scoro ranjic from .*()() a fool for llic 
simpler lcclmi(|iie^ to Si.")!) a fool for 
>-ucli cotn|)Ie\ lcclnrn|iie^ a^ ninlliplanc 
and rolo>eope. I lie co>i of >lop-tn()lioti 
(ii liiiropcan .^Ironiiliold ) i> aboni 
SI 10 a fool. 

Slaudard TMC-aclion. including orig- 
inal scores and recording, ranges from 
S5 lo SK^ per fool for a ()()-secoMd 
commercial depending on scl-^. si/c of 
casl. orcltolralion and facililies. Spe- 
cial Icclmiipie^ range from ST. 000 lo 
Slli.OOO pi^r mituilc comtnercial. llie 
laller ftgiire applying lo llie mo>l com- 
plex leclmlcpies including kaleidoscopic 
scenes as ^^ell as >ncli elTecls as the 
comhinalion of minialiire sels and li^e 
aclors. known in ranee a> '■irucage.' 
'■Trucage" niako possible the illu^io^ 
of sels of utdimiled -^i/c and llie erea- 
lion ill (leplli of atu reali^lic back- 
ground, curreni or liislorical. 

Bui what about llie co>l of sending 
New York or Cliicago agenc% repre- 
seulalives lo ICurope lo walcli over llie 
produclion? 

A lourisl lliglil for one per>on round 
trip i^ So58 from New ^ ork and for 
first class, it is $70(). \ir -leep seats 
or berths are exira. Hie-^e fares, ac- 
cording to Arco. appl\ lo all trans- 
Atlatilic flights and il is pos>il)le lo go 
by one air line and relurii b\ another. 
Fee for a passport i- SIO and il i> 
neccessary to have a pliotoslal of a 
birlli certificate or allidavil attesting 
to dale and place of birlli and citizen- 
ship. You will also need. v\hen applv- 
iug for your passport, a vvilness who 
has known vou for al lea?l Iwo vears. 

Living expenses in Paris hotels and 
reslaurants alniosl exacllv parallel llie 
range of those in New ^ Ork Cilv. Ke\ 
slafTers in most of the European pro- 
duction studios are bi-lingual. so lan- 
guage presents no problem. 

Oulnian points oul lliat. in the case 
of his finii. it is not necessary that an 
ageiicv send a produclion man lo Paris 




Wings foradmcn: M.irk I iiiMrini', m< .• pn-snii ui ,,l MiiiM,ni>i<, I"!)!! \ \il.nii», 
i.ikf-. nil uiili liis wife III xiiii'i'Mx- M iDiii-'oiii MiDiiif; I iiiiiiii)' 1 1 I.I I Imiii^; ImiI iu I'arn 




Sidewalk conference: I'-ri"' l'"i-ner, of Vrco Film I'mduction- ((acini; camera • (li~cu«>(;5 
I . ^. l ommorrial willi Parisian producer in hoiilevard eafe. I'ngo siiek i« a (iliii prop 



>ince \rco execuPnes lra^el back and 
forlli regularly and nuiinUiin conslant 
liaison belween agencies and sludio>. 

Ilov\evcr, mo>l adverli>crs like lo be 
on the scene and il is a good idea. 
Selling an American produci lo an 
American l\ audience reipiires an 
American approach. The co>lunie of a 
Dulch puppel niav be ju-t a :-luide too 
conlinenlal, some Miiall iiianneri>ni of 
a French aches> inav lip oil ihe folks 
back in Peoria that she is not "ihe 
all- \iiierican girl nexl door.' Manv 
I. S. producers in competition v\ ith 
the studios overseas >ec llii> "lack of 
uii(ler?landing of llie American iiiar- 
kel as one of the pilfalls in using 
foreign commercials, ^lle^ al>o belie^ e 
a foreign -^ludio'- -er^ ice lo an a!J:enc^ 
can fall short of the ^cr^ ice ( making 
quick rliange>. elc. I ofTered here. 

Xe^ ertlieless lliev recognize lliat for 
certain leclnii([ues and pur[)o?e:^ ihe 
foreign commercial can fill a nece--arv 
niche, and the) might as well li^ e with 
il. For example. Zoli \ idor. \.5.C.. of 



MPO-T\ Film>. Inc. vnIII -pend \ugust 
in llie major >lutlio cenler> of I'.urope 
lo oh^cr^ e produclion leclinit[ue». buv 
e(jui[)nienl ami itnc-ligale po>»il)ililie; 
of exchange agrceiiicnt>. 

On ihc a(b eriiser'r- >ide. here i« a 
good example of whv a foreign film 
studio was seiecled In a I . S. ad 
ageiicv to produce commercial^ for a 
I . 5. clienl. The commercial- are the 
amu-ing "HriMver - (".old r-eric- for 
Ballanline \le. featuring the puppet- 
and film leclinirpies of Joop Cee>ink s 
Dolhwood -ludio,- in Holland. 

■"Our choice to do llie-e abroad, 
-av- Joe Fore-l. F>U - v .p. and cf)ni- 
mercial director, "wa- the result of 
-ome careful anah si-. The product v\as 
llie ke^ lo our thinking, .'^ince Italian- 
line Beer al-o a(herli-e- on tv. Ballan- 
line \le coininercial- had to be out- 
staiidingh dilTerenl. \le is nol beer. 
^ el ill the puldic mind, and for mam 
lechiiical rea-on-. il /.< beer. \le al-o 
repre-eni- a liniiled luarkel romjiared 
with beer: il i- a liniiled brew ^^ ith a 
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Bill Coyle u^c^ kinescope equipment for filming flip-card presentation 

HOW TO PUT A FLIP-CARD 
PRESENTATION ON FILM 



respective tv sponsors in the District of Columbia are get- 
ting a welcome relief from the usual flip-card sales presenta- 
tion. \^'RC-TV, Washington, is making individual client pitches 
on kinescope film — and ^^•ith special visual effects to boot. 

It all happened ^^hen the ad manager of People's Drug 
Stores, Clayton Sanders, asked that a flip-card presentation 
prepared for him be converted into film so suppliers could see 
it. \Villiam E. Coyle, the station's director of public relations, 
promotion and advertising, set up a system of using live cam- 
eras to pick up the sales pitch for kinescope filming. 

The system has other advantages: multiple prints can be 
supplied to a prospect's executive and field staff as ^^ell as to 
XBC TV Spot Salesmen in other cities for use in sho^\ing and 
selling a local personality, and the ad\ertiser can see exactly 
hoAv his on-the-air commercial uill look. 

WRC-TV has a visual effects device uhich adds punch to 
these commercials. It s developed a Magic Lens, a ^^deo ef- 
fects generator, ^^hich can produce 35 optical tricks. The 
lens permits insertion of electronic picture cutouts into any part 
of the tv screen. 

It's panel-controlled so the size, shape and screen location of 
the cutout can be easily and quickly changed. Geometrical 
patterns conform to an advertiser's logo, trademark or pack- 
age shape. These can be used in a variety of uipes — hori- 
zontal, vertical and diagonal — as ^^"ell as in split-screen tech- 
niques. 

\\ KC-T\ is using it carefully, however, because trick shots 
can be too gimmicky. Its best use: for commercial impact and 
product demonstration, says Bill Coyle. ^ 



COMMERCIALS continued . . . 

limited budget. If the same tv com- 
mercial techniques used for Ballantine 
Beer were used for Ballantine Ale, it 
^^"Ould have amounted to pouring the 
ale contribution into the beer ocean. 
We had to set up a clear-cut difference 
between the two. 

"Puppetry had not been widely used 
in beer commercials," Forest vent on. 
(For about three years up until 1955, 
Goebel Beer through Brook, Smith, 
French & Dorrance Agency, sho^^•ed a 
puppet series called "Brewster the 
Rooster" but only in a fev areas such 
as Detroit and Oakland, Cal. These too 
were the product of Joop Geesink 
through Transfilm. Some 21 commer- 
cials ^^ere filmed and Bre^^ster the 
Rooster enjoyed a popularity in his 
markets comparable vith Harry and 
Bert Piel in theirs.) 

So Esty ^^•ent to Amsterdam for an 
unusual technique that ^^ ould give their 
client a decided plus. Cost ^^•as not a 
deciding factor. Forest figures the cost 
compares with that of any good U. S. 
animation house — about $75 to S125 
per foot for raw footage. The sound 
tracks were done in the U. S. The 
release prints and mailings to tv sta- 
tions were done in the U. S. also. Four 
"Brewer's Gold" commercials have 
been completed, two are in production 
and more are being planned. 

Esty is also producing with Joop 
Geesink a series of 3-D commercials 
for Prestone "We're trying to take a 
nuts-and-bolts subject and make it in- 
teresting," says Forest. To him, the 
commerical for any product must be 
tackled as an individual problem. Hard 
and fast rules, or what technique is 
currently fashionable cannot be ap- 
plied. High style and abstract anima- 
tion, in Forest's opinion, are being 
overdone right now. 

"Tv commercials." he says, "demand 
more and more ingenuity on the part 
of agency producers in getting closer 
to the people through simplicity and 
honesty. Too many commercials are 
gimmicked up and apparently produced 
more for the sake of impressing col- 
leagues and entertaining co-workers."' 

The Esty formula obviously is to 
pick the studios that excel in the tech- 
nique needed to convey this simplicity 
and honesty. A live-action fibn might 
conceivably be turned out in France 
or Rome, but this would depend on the 
kind of talent available over there or 
on the nature of the product to be sold. 

"if you want an aU-American girl 
in a t\-pical American kitchen, ' Forest 
says, "better do it here." ^ 



SPONSOR • 20 JULY 1957 



RADIO BASICS /JULY 



llii- i- tlif tliird uf ^I'oNxHtV new Iwidio xctiun. It 

will ;i|)|)i';ir four wfL'k.N mikI will ('Dinpli-iiii-nt alternate 

with l\ Hy>ic.--. Tliict' M'ction.s iiiiiki; up Itadio Iki^io. 1 lie 
fii>t is i\ >t'rii's of four iiidico--, j;i\iiij; iiuitcrial, iipdatrd i'\cr) 
four wfi'k? for tlie ini)>t part, on iiiiinlicr of lioint-s, station;?, 
;-fts in lionK'> and ?ets sold or produced. Tlic second sec- 
tion co\ers >pot and will pro\ idc periodic indices of local 
listcninjj; in \arions markets and rocarcli material of interest 
to nscrs of spot. I lie tliird, or network, section will eiiipliasi/c 
wel) radio client.-. It pro\ ides a complete list of network ad\er- 
ti-ers as of the week bejziiiiiiiijr uitli the date of each i--iit', to- 
fietliei with iiiforiiiatioii on programs n-ed, da\- of the \\eek 
bought and the aiiioiiiit of program time piircha-ed b\ each cli- 
ent. ^llggestions from readers as to content and format will he 
welcomed and used a> a ba-is for future additions and re\ i- 
sioiis. ^>e\t Radio I5a-ics will appear in the IT \iigu.-t is^ue. 



1. 



2. 



3. 



Radio diineii-ion- arc indexed 
in terms of homes, stati^Jii*, sets 
in homes, sets sold . . .sec below 

.*spot basics pro\iiles local mar- 
ket listening index, data on 
oiit-of-liomc radio . . . page 40 

^Network basics compri-cs the 
complete li-t of rurrent web 
ad\(;rtiser- pogc 42 



1. RADIO'S DIMENSIONS TODAY 



Radio homes index 



48.2 
radio 
homes 



1957 



1956 




47.3 
radio 
homes 



Source A. C Nlflstn. 1 July »ach ytir. 
homti flEurcs In million]. 
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station 


index 






End 


<»f Jiinr 


19.37 






Stations 


CPs not 


Applications 


Applications 




on air 


on air 


on hand 


in hearing 


Am 


1 3079 1 


159 


322 


1 103 


Fm 


1 530 1 


31 


21 


1 0 




KikI 


of June 


1 936 





50.0 


49.1 


Am 


1 2896 


1 124 


1 1 


U.S. homes 


U.S. homes 


Fm 


1 530 


1 16 


1 10 1 



Source: FCC morthly rfporu. commercial lUtloiu. 
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Radio set index 



Radio set sales index 



Set 

location 



Home 
Auto 
Public 
places 

Total 



1957 



1956 



8 1,000.000 82.000,000 
31,000.000 32.000.000 

10,000,000* 10.000,000 



128,000,000 121,000.000 



Sourer R.\B. 1 January each year. «$tlmalc« 
of sets In working order. 'No new InTofmatloo. 



Type 



Home 
.Vuto 



Totol 



May 1957 



943,631 



Way 1956 



547,480 .566..1S7 
396,151 282.611 



8W,%8 



Five Months 
1957 



5,328,166 



Five Months 
1956 



2,418,618 2.0i:..395 



.s.njr« RI-TTM \ U m f.z rci ar? retail -ilf« a i fii rn ar f« 



l..>68,f>6: 

r u II 
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2. SPOT RADIO BASICS 



Spot* lisfening 
markef* index 



Figures for llie 10 iiiaikets 
at risht show homes usinp: 
radio liti and oul-of-home) 
duriiiji April except for 
Columbus, Milw aiikee. 
Philadelphia, St. Louis, 
which are March - April. 
Data comes from Pulse, 
covers average (jnarter- 
hour listening Monda\- 
through-Friday. This is the 
third group of markets cov- 
ered in Radio Basics. Oth- 
er markets will appear in 
this section in the future. 
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^ IIow local markets conipuro in list<Miing levels hy three-hour day parts g 

Market 6-9 a.m. 9 a.m.-N N-3 p.m. 3-6 p.m. 6-9 p.m. 9 p.m.-M = 



Akn 



on 



W ColiMubus 



l)a\ ton 



=■ Fort Wayne 



- Indianapolis 



Madisou 



Milw aukee 



^ Philadelphia 



m St. Lours 



5 Spokane 



20.6 
23.7 
19.1 
19.2 
20.6 



19.9 



27.6 



23.3 



24.3 



21.4 



24.7 
26.8 
22.4 
24.9 



26.0 



24.4 
25.0 



28.9 



26.8 



26.3 



27.7 



it 'li 



25.1 
21.2 
23.8 
25.6 
24.8 
27.4 



24.4 
25.1 
22.3 
24.2 
24.8 
25.9 



24.6 



27.4 



26.1 



24.5 



26.1 



24.5 



24.5 



20.1 
20.6 
19.4 
23.4 
22.1 
22.2 



19.9 
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National listening 
figures by 
local f-ime 



Daily radio listening pat- 
tern is the reverse of tv. 
which >lants up during the 
day. ISote, however, three- 
hour averages can hide im- 
portant variations within 
the three hours. Data are 
from L.S. Nielsen sample. 
January - Fehruar) PJ57. 
comhines Fastern. Central. 
Pacific zone listening data 
computed on local time. 
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What's the trend in out-of-home listening? 



'Nuniiiiiiiiiiiiiiiiiii'iii iiiiiii>iiiiiiM 
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I'tTceiit lumics listi'iiiii;; (>iit-«>r-li«>iii«', niiitiT an«l miiiiiiiht, I'^ol-l*).)? 
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Five-year span covering out-of-home listening during winter and summer shows winter increase of 
35'f in the median figure for 28 markets. Figures are from Pulse, which includes all types of out- 
of-home listening, including visiting to other homes. Auto listening represents the greatest part of 
the out-of-home total, running between 50-60''c . Next in importance is listening w hile at w ork. 

This is one of 38 charts on radio to be found in SPONSOR'S annual Tv and Radio Basics, out next week 
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3. NETWORK RADIO'S CURRENT CLIENTS 



Compilation of program time 
bought by advertisers and brands 
is shown below bv network 



Network radio's complete sponsor list appears here every four weeks. 
The information contained here covers one week — the week beginning 
with the date of issue — in this case, 20 July. The data on sponsors 
is in terms of program time, except for MBS and NBC where commer- 
cials shorter than a minute are listed separately. On NBC, minute 
commercials are arbitrarily credited as five minutes of program time. 
The new MBS schedule, which started 2 June, is covered in this list. 



ABC 

Ac'cent International: Ac'cent; Breakfast Club; W; 5 min. 
Admiral: appliances; Breakfast Club; M-F; 25 min. 
AFL-CIO: institutional; Ed. P. Morgan; M-F; 75 min.; /. W. Van- 
dercook; M-F; 25 min. 

American Bird Faod Mfg. Ca.: Breakfast Club; M; 5 min. 
Assemblies of God: religious; Revivaltime; Su; 30 min. 
Atlantic Sales: French's bird food products; My True Story; Th,F; 
alt. wks. 

Ball Bras.: home canning prod.; Breakfast Club; Tu,F; 20 min.; 
W,Th; 10 min. 

Bankers Life & Casualty: White Cross Hospital Plan; Paul Harvey; 
Su; 15 min. 

Beech Nut: Beech-Nut gum; Breakfast Club; Tu,W,F; 15 min. 
Bridgeport Brass: various insecticides; When A Girl Marries; Tu-F; 
20 min. 

Bristol-Myers: BuSerin; Breakfast Club; M,W,F; 15 min.; Sal 
Hepatica; Breakfast Club; M,W,F; 15 min. 

Campono Soles: Ayds, Italian Balm; Breakfast Club; M; 5 min. 
Corling Brewing: Red Cap Ale; Martin Block Show; F,Sa; 100 min. 
The d-Con. Co., Inc.: Ant Prufe & Roach Prufe; My True Story; 
Tu.Th; 10 min. 

Dixie Cup: paper cups & plates; Breakfast Club; Th; 5 min. 
Ex-Lox: Ex-Lax, Jests; My True Story; M,W,F; 15 min. 
Foster-Mllburn: Dean's pills; My True Story; Th; 15 min.; Whisper- 
ing Streets; Tu; 5 min. 

General Foods: Calumet; Breakfast Club; Tu; 5 min.; Kool-Aid; 
Breakfast Club; M-F; 25 min.; Post Cereals; Breakfast Club; M-F; 
25 min. 

Gospel Broodcosting Assn.: religious; Old Fashioned Revival Hour; 
Su; 60 min. 

Billy Grohom: religious; Hour of Decision; Su; 30 min. 
Highland Church of Christ: rehgious; Herald of Truth; Su; 30 min. 
Charles E. Hires Co.: Hires Root Beer; Weekday Newscasts; M-F; 
100 min. 

Midos Muffler: auto mufflers; Weekday Newscasts; M-F; 25 min. 
Miller Brewing Co.: Miller High Life Beer; Newscasts & Sports- 
casts; M-S; 85 min. 

Milner Products: Perma Starch, Pine-Sol; Breakfast Club; M; 5 min. 
Notional Bronds, div. of Sterling Drug: Dr. Caldwell's; Sunshine 
Boys; M-F; 25 min. 

Norwlch-Phormocol: Pepto-Bismol; Weekend Newscasts; Sa,Su; 90 
min. 

Oral Roberts Evangelistic Assn.: religious; Oral Roberts' Broad- 
casts; Su; 30 min. 

Rodio Bible Closs: religious; Radio Bible Class; Su; 60 min. 
R. J. Reynolds: Camel; Weekday Newscasts; M-F; 100 min.; Week- 
end Newscasts; Sa,Su; 90 min. 

Sonduro Company: floor covering; Breakfast Club; Th; 5 min. 
Voice of Prophecy: institutional; Voice of Prophecy; Su; 30 min. 
Dr. Thomas Wyott: institutional; Wings of Healing; Su; 30 min. 

NOTE: Data on time purchased refers to weekly brand or advertiser total for each 
program. Time bought for particular brands is shmrti where possible. In cases 
where groups of brands precede a shmv or group of shows, it was not possible to 
pinpoint which brands were advertised on each show or on which days of the week 




American Home Foods: Arthur Godfrey; Th; 15 min. 
Amino Products: Arthur Godfrey; W & Th, alt. wks.; 15 min. 
Bristol Myers: Arthur Godfrey; M,\V; 60 min. 
Compono Soles: Robert Q. Lewis; Sa; 5 min. 
Chesebrough-Pond's: Sports Time; M,W,F; 5 min. 
Chrysler: Dodge; Amos 'n' Andy; F; 5 min.; Gunsmoke; Sa,Su; 
10 min.; Mitch Miller; Su; 5 min; Sports Resume; Su; 5 min. 
Chun King Soles: Arthur Godfrey; W & F, alt. wks.; 15 min. 
Clolrol: Galen Drake; Sa; 5 min. 

Colgote-Polmollve: Our Gal Sunday; M-F; 37% min.; Backstage 
Wife; M-F; 371/2 min.: Strike It Rich; M-F; 371/2 min.; 2nd Mrs. 
Burton; M-F; 37% min. 

Cowles Mogozine: Jack Benny; Su, alt. wks.; 3% min.; Robert Q. 
Lewis; Sa; 5 min. 

Curtis CIrculotion: Arthur Godfrey; Tu; 15 min. 
Dixie Cup: Robert Q. Lewis; Sa; 5 min. 

Florldo Citrus Comm.; Arthur Godfrey Time; Th,F; 30 min. 
Generol Foods: Arthur Godfrey; Tu,Th, every 4th F; 33^4 min.; 
Wendy Warren; Th; 5 min.; World News Roundup; Su; 5 min.; 
Gunsmoke; Su; 5 min.; Our Miss Brooks; Su; 5 min.; Amos 'n' 
Andy Music Hall; M-F; 25 min.; Galen Drake; Sa; 5 min.; Robert 
Q. Lewis; Sa; 5 min.; Gunsmoke; Sa; 5 min. 

General Mills: Galen Drake; Sa; 5 min.; Robert Q. Lewis; Sa; 5 
min.; Gunsmoke; Sa; 5 min.; Gunsmoke; Su; 5 min.; Mitch Miller; 
Su; 5 min.; Amos 'n' Andy; F; 5 min. 

Generol Motors: Chevrolet; Allan Jackson — News; Sa; 20 min.; 
Robert Trout — News; Su, M-F; 50 min.; Delco; Lowell Thomas; 
M-F; 75 min. 

Grove Loborotories: Amos 'n' Andy; W,Th,F; 15 min. 

Hortz Mountain Products; Arthur Godfrey; Th & F, alt. wks.; 15 

min. 

Kendall Co.: Bauer & Black; Arthur Godfrey Time; Th; 15 min. 
Lever Bros.: Ma Perkins; M-F alt. wks.; 37% min.; Romance of 
Helen Trent; M-F; 37^/2 min.; Ma Perkins; M-F alt. wks.; 18% min.; 
Young Dr. Malone; M-F; 37% min.; House Party; M-F; 37% min. 
Lewis Howe: Robert Q. Lewis; Sa; 5 min. 

Longines-Wlttnouer: Longines Symphonette; Su; 30 min.; on Hiatus 
6/2-9/8/57. 

P. Lorillard; Kent; World Tonight; F,5a,Su; 15 min.; Indictment: 
Su; 5 min.; Mitch Miller; Su: 5 min.; Sports Resume; Sa,Su; 10 
min.; Saturday Night Country: Sa; 5 min.; Amos 'n Andy; F,Sa; 
10 min.; Johnny Dollar; Su; 5 min.; Robert Q. Lewis; F; 5 min.; 
Suspense; Su: 5 min.; FBI in Peace & War; Su; 5 min.; W odd 
News Roundup; Su; 5 min.; Washington Week; Su; 5 min. 
Midos Mufflers: Gunsmoke; Sa; 5 min. 
Milner Products: Robert Q. Leivis; Sa; 5 min. 
Philip Morris: Country Music Shoiv; F; 25 min. 
Mutual Benefit Heolth & Accident Assn.: Arthur Godfrey; Tu &' 
every 4th F; 18% min. 

North Amerlcon Philips: Herman Ilickman-Sports; M,W,F; 15 min. 
Norwich Phormocol: Arthur Godfrey; Tu; every 4th F; 18% min. 

the brands were advertised. Except for General Motors and Chrysler, brands Information 
was not available from CBS. 

In NBC list. rot. means commercials are rotated on different days of the week under 
the web's run-of-schedule plan. 
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Pon American Coffee Bureau: ,\ora DniLe; .M ; T'-j mill.; Strike It 
Riih; \\ ; 7',a iiiiii.; Our (iai Sumlu\ , Tli ; 7Vj min.; :>ecui\il Mn. 
llnrlDn; Tli.l''; 15 iiiin. 

Pharmacraf t: House I'nrty; M.'lli,!''; 30 mill. 

Pillsbury: Arthur (ioilfn-) ; '\n,'Yh; 30 iiiiii. 

Reader's Digest: Arthur GoJjrey; \V; 1,') niiii. 
R. J. Reynolds: llrrrnan Hickman Sfiorts; Tii.'l'li.Sa ; mill. 
Scatt Poper: Arthur Cutllrey; Tli.K & every 4lli !• ; 18'^i mill.; Ihck- 
stagf Ifile; F; 7'/j iiiiii.; Young Dr. Malone; 'IIi.F; 15 iiiiii.; Aora 
Drake. 'I'li.'Ili; 15 min.; Ma I'crhins; Tii v*t W alt. wks; 7'/j iiiiii.; 
2nil Mrs. Ilurton; 'I'li.K; 15 iiiiii. 

Sherwin-Williams: Arthur Codlrey; W, rvrry ttli V; IS'S min. 
Simoniz; Arthur Coiljrey; \V; 15 min; House /'arty; W; 15 min.; <7. 
Herman Sews; 'I'li.F; 10 min.; E. Sevaret'J — .\ews; Tli.F; 10 min.; 
Xcu's; Sa ; 15 min.; Sports i\eu s: ^a; 10 min. 
Sleep-Eze: House Party; Vi'; 7'i; niin. 
Slenderella: Slenderella Show; >a; 10 inin. 

A. E. Staley Mfg.: House I'arty; Tu ; 15 niiii.; Arthur Godfrey; F; 
15 min. 

Standard Brands: House I'arty; M; 15 min.; Arthur Codfrey; M, v1- 

every -Itli F; 37''{! niin. 

Sterling Drug: Cunsmokc; Su ; 5 min. 

Swift: House I'arty; F; 15 min. 

Vernell's Buttermints: Robert Q. Lewis; Sa; 5 niin. 

Weco Products: Arthur Godfrey; .M ; 15 min. 

F. W. Woolworth: If'oolworth Hour; Su ; 60 min. 

Wm. Wrigley, Jr.: Howard Miller Show; M-F; 75 min.; I'at ftuttram 

Show; M-F; 75 min. 

IVIBS 

Billy Grohom Evongelical Assn.: religious; Billy Graham; Su; 30 
min. 

Carter Products: Little Liver I'ill^; Gabriel Heatter — iVeu'5; >LTu, 
Til ; 15 min. 

Christion Reformed Church: religions; Back To God; Su; 30 min. 

Coco-Colo: Coca-Cola; Eddie Fisher; Tii.Th; 30 min. 

Down Bible Institute: religious; Frank and Ernest; Su; 15 min. 

Drug Products, Inc.: A'^Iuiii; True Detective Mysteries: M; 5 min.; 

Treasury Agent; Tu; 5 min.; Gang Busters; W; 5 min.; Secrets of 

Scotland Yard; Th; 5 min.; Counter-Spy ; F; 5 min. 

First Church of Christ, Scientist: religious; How Christian Science 

Heals; Su; 15 min. 

Florists' Telegrophic Delivery Service: institutional; station breaks: 
M-Su; 20 20-s.ec. 

Generol Tire & Rubber Company: General tires; General Sports 
Time — Harry Wismer; Sii; 10 min. 

S. C. Johnson & Son: Off insect repellent; Counter Spy; F; 5 min.: 
station breaks; F-Su; 40 20-sec. 

Kroft Foods Co.: All Purpose oil, mustard, Kraft dinner, Miraele 
^ hip. Italian dressing, chee>ie ^pread^. I'arkay margarine; Les lligbie 
—Sews; M-Sa; 30 min.; Holland Engle — .Veit'5; M-Sa; 30 min.; 
John B. Kennedy — A'eiys; M-Sa; 30 min.; Cedric Foster — A'eit'5; .M- 
Sa; 30 min.; Frank Singiser — I\'ews; M-Sa; 30 min.; Charles B. War- 
ren — AVit'5; Sa; 5 min.; True Detective Mysteries; M; 5 min.; 
Treasury Agent: Tu; 5 min.; Gang Busters; W; 5 min.; Secrets of 
Scotland Yard; Th; 5 min.; Counter-Spy; F; 5 min. 
Liggett & Myers: L&M: Ed Pettitt Xews: Sa: 5 min; Floyd Mack 
— Sews; Su: 5 min.; John Scott .\ews; Su; 5 min.; station breaks; 
M.W.F.Sa.Su; 10 20-sec. 

Lutheron Laymen's Leogue: religious; Lutheran Hour; Su; 30 min. 
Monion Forum of Public Opinion: discussion; Dean Clarence Man- 
ion; Su; 15 min. 

Miles Loborotories, Inc.: Nervine, One-A-Day N'itamins, Tabcine: 
Sfete McCormick — A'eit'5; M-Sa; 30 min.; Robert F. Hurleigh — 
A'eu'5; M-F; 25 min.; ITestbrook Van Voorhis — A'eit'5; M-F: 25 min.: 
John Scott — Xews: M-F, Su; 60 min.; Lyie Van — A'eifs; M-F; 25 
min.; Lester Smith — A'eit's; Sa : 5 min.; Floyd Mack Sews; Sa.Sii: 
20 min.; Ed Pettitt — Sews: Sa.Sii; 10 min. 

Minute-Moid Corporation, Hi-C Div.: Hi-C products; station breaks; 
W,Th,F; 9 20-sec. 

North Americon Accident Insurance Co.: insurance; Gabriel Heat- 
ter— Sews; M,W,Th.F; 20 min. 

Quaker State Oil Refining Corporotion: Quaker '^tate oil; Game of 
the Day; Sa; 60 min.; Sports Flashes With Frankie Frisch; Sa.Su; 
30 min. 



Radio Bible Clois: irligioiii; Radio Bible Clan; Su; 30 min. 

R. J. Reynolds Tabacca Co.: Camel; Camel St oreboard ; isu-Sa; 35 

mill.; \\iii-.ioii; 11 imton Siurebuard; bu-;5a; 35 niin. 

Sleep-Eze Co.: ^leep tal)l< t; True Detectur Mysteries; .M ; 5 rain.; 

Gang Busters; W ; 5 mm.; (.uunter-.Sfiy ; F; 5 min. 

Teo-Pok: lint Dog Moiitli; stalioii l)ieak>i; ^a,.Sii; 18 8-»<c. 

Vaicc of Prophecy: rcligioui; I'oire of Prophecy; Su; 30 min. 

Wings of Healing: religii(ui; K'mgs of Healing; Su; 60 min. 

Word of Life Fellowship: iclij-iou"!; Word of Life Hour; Sa; 30 min. 

NBC 

Allis-Cholmers: in><titiitii>nal ; ,\at'l. Farm & Home Hour; Sa; 25 
mill. 

American Motors: Uamliler; Monitor; Sa,Su ; 55 iniii. 
American Oil: Amoco products; Monitor; Sa.Su; 50 min. 
Billy Graham Evangelistic Assn.: religion; Hour of Decision; Su; 
30 min. 

Briitol-Myers: HufTcrin; Hourly Sews; .M-F; 105 min., 21 30-scc. 
Brawn & Williomson: Kools, \'iceroy; Hourly Sews; .M-F; 215 min., 
12 30-s<'c. 

Calif. Pocking: canned fruit; Hourly S'ews; M-F; 110 min., 21 30- 
scc. 

Carter Products: Arrid. 30 min.; Little Liver Pills, 60 min.; Band- 
stand; M-F; 20 min.; True Confessions; rot., 5 min.; Woman In My 
House; rot., 5 min.; Hilltop House; rot., 5 min.; Pepper Young's 
Family; rot., 5 min.; S'ews of The World; Tn,W,Th; 15 min.; Moni- 
tor; Sa.Sii; 35 min. 

Chrysler: Dodge; Monitor; Sa,Su; 30 min., 7 30-scc. 
DeSato: DeSoto cars; You Bet Your Life; Sa; 30 min. 
Evangelistic Foundation: religion; Bible Study Hour; Su ; 30 min. 
Ex-Lax: F,x-Lax; Monitor; Sa.Su; 1 30-sec., 5 6-sec.; Bandstand; 
Tu.Th; 2 6-sec.; Woman In My House; ,M,Th,F; 10 min., 1 30-sec.; 
5 Star Matinee; Tu.Th; 2 30-sec.; Pepper Young's Family; M-W; 5 
min., 2 30-sec.; One Man's Family; Th; 5 min,; People Are Funny; 
W: 5 min.: Great Gildrrsletee ; Tu; 5 min. 

Generol Foods: lu'^tant Postum. Jell-O; Bandstand ; M-F; 25 min., 
15 f)-^ee.; Pepper Young's Family; M-F; 25 min.: Truth or Conse- 
quences: M-F; 15 6-sec. 

Generol Mills: Cheerios: Monitor; Sa.Su; 50 min., 10 30-scc. 
Gillette: Gillette prods., Paper-.Mate, Toni prod.; Boxing Bouts; F; 
25 min. 

Grove Labs.: xXo-Doz; News of the World; W,Th,F; 15 min. 

S. C. Johnson & Son: Off; Monitor; F-Su; 8 30-sec. 

Lutheran Laymen's League: religion: Lutheran Hour; Su; 30 min. 

Mack Trucks: Trucks; Monitor; F,Su: 15 min. 

Midas; car mulTlers: Monitor; Su; 5 min. 

Morton Salt: salt: Alex Dreier — AVit'5; Sa; 5 min. 

Mutual of Omaha: insurance; On the Line With Considine ; Su ; 

1,5 min. 

Northwest Airlines: air travel: Monitor: Sa.Su: 25 min. 
Pabst: heer; Great Gildersleere : Tu: 1 30see: People Are Funny: 
W; 1 30-ee.: X- One; Th: 1 30-sec.: Xightline: T-Th: 9 .30-sec.'. 
Monitor: F-Su; 60 min., 16 30-see. 

Pan Americon Coffee Bureau; cofTee; Truth Or Consequences; 
M F; 5 min.: 1 30-sec. 

Pepsi-Cola: Pepsi-Cola; Monitor; Sa.Su: 50 min., 10 30-sec. 
Plough, Inc.: St. Joseph aspirin, children's aspirin. Dr. Edward's 
olive tablets. Mexana; Monitor; Sa.Su; 55 min., 9 30 soc. 
Princeton Knitting Mills: mutation coats: Monitor; Sa.Su; 50 min. 
Quaker Stote Oil; motor oil; Monitor; Sa.Su; 30 min. 
Ralstan-Purina: feed division: Harkne^s — Xews: M-F; 25 min. 
RCA: various products; Monitor; Sa.Su; 65 min. 
R. J. Reynolds: Camel: AVif5 0/ the World; M-F; 25 min.; Prince 
\lbert: Grand Ole Oprr: Sa : 30 min. 

Richfield Oil: oil products; Richfield Reporter: Sii-F; 90 min. 

Simoniz: "'^imoniz; Monitor; F,Sa : 35 min.; Su: 6 30-sec. 

Skelly Oil: oil: Alex Dreier — Veic5; M-Sa: 90 min. 

SIcep-Eze: *leep aids; People ire Funn\ : U'; 5 min.: One Man's 

Family; T.Th: 10 min. 

Sterling Drug: Haley's M-O; Bandstand: M.^T.F: 15 min.; Fife 

Star Matinee: M F; 25 min. 

Sun Oil: oil: Three Star Extra; NI-F: 75 min. 

20th Century Fox: "Bemadine"; Monitor; Sa,Sii; 50 6--ec. 

Voice of Prophecy: relisn'on: I oice ol Prnpher-y : ^u; 30 min. 

Waverly Bonded Fabrics: fabric*: Monitor: '^a.Su: 50 min. 



SPO\soR • 20 jiLV 1937 



43 



^ SPONSOR ASKS 



What is there about your market which 

a buyer has to see personally to understand 




William McCrath, general manager, 
ir ilDII, lioslon 
We al W lIDH lia\e long fell thai loca- 
lioii, raliiijis, brodiurc^i, and j-ales fig- 
ure.*, while prin idiiig iiii|j()rlaiil infoi- 
malioii for ihe ad\erliser, do iiol eo\ er 
a significanl pari of our slor). 

W'hal tlie ad\ erli>er does nol learn is 
the way Bosloii people lislen lo a sla- 
lioii. Ill a eily fdled wilh loeal pride 
and Iradilioii, a radio oullel, like ihe 
honie-leain, ihe eil) j)ark and ihe fa\ or- 
ile reslauranl nuisl have a personalil) 
llial fils inlo llu! coiiniinnil) piclure. 
Only if a >lalion builds such a "'fa- 
\orile son ' alinosphere does il pro- 
\ide ihe qualily of receplivc lisleniiig. 

Can an adman lell ihe degree lo 
which a slalioii is \\o\en inlo a cily's 
Iradilion wilhoul walehing ihe group 
of men cluslercd around ihe Boslon 
Common newssland wilh portables lis- 
tening to our Red Sox broadcasts. 

You can't put the dozens of ways a 
station can become part of the conniiu- 
nity life into a mailer. Relaxing on a 
beach, the Hoslonian listens lo the 



'« station IS 
woven into a 
ei'tY S tradition' 



lunes he requested when the mobile 
V*"HDH Reijuest Wagon rode by. A 
mother looks out on a wintry blizzard 
and checks WHDH to see if her bus- 
band's factory and her child's school is 
oj)ening that morning. The e\ening 
newspap(M' carries a disaster stor} and 
the famil) knows where to tune for 
details. A suburban area buzzes with 
excitement because of a remote of a 
regular broadcast is being done from 
one of the living rooms of a friend. 

The advertiser can get at the cold 
station facts upon reijuest. However, 
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it is the warm facts that equij) a sta- 
tion with that extra selling power, and 
ii: Ijoston. those should be seen. 



George Kapel, general sales manager 
KBET-Tl , Sarramenlo, (^nlijornia 
\dmen who visit central California 
will see that Stockton is an integral 
part of the Sacramento area station 



'7)0//i are mar- 
keting centers 
for the valleys" 



coverage pattern, no longer subjected 
to fringe signals from outside market 
stations. In fact, the sister cities of 
Sacramento and Stockton are centers 
of the same market, and similar in 
almost every respect. Sacramento and 
Stockton economies are similar, based 
on the rich surrounding farm lands. 
Both are marketing and cultural centers 
for the valle\s — Sacramento for the 
Sacramento Valley and Stockton for 
the San Joachim. Both are important 
go\ernment centers: Sacramento a state 
capital and .Stockton a county seat. 

There are man) major social and 
economic bonds between the cities. 
The people of both share habits, fash- 
ions and social customs, unlike those 
of highl) urbanized San Francisco. 
Im en weather-wise. Sacramento and 
Stockton enjoy hot sunmiers as oj)posed 
to the coolness of San I' raneisco. 

K BET-TV, a coverage station. ser\ es 
both cities. For example, the station's 
Shell tVews devotes equal time to news 
of both cities, and gi\es local news un- 
a\"ailable from an "outside" station. 

Finally, \ isitiiig timebuyers see that 
KBET-T\' is the only station that de- 
li\ers the two cities and does it A\itli 
dominant ratings in both. 




Charles C. Bevis, Jr., gen. mgr. 
bialion irUl F, Bufjalo, ,V. Y. 
Like t\, Buffalo's !Metroplitan Area 
I Erie and Niagara Counties) has 
grown phenomenall) in the past se\en 
\ears. Its population has jumped 19.2 
per cent to nearly 1.300.000. New 
buildings are changing the city s face 
and extending its suburbs. 

Businessmen \ iew the New \ork 
State Thruway. added power from the 
Niagara Falls rede\ elopinent program 
and the opening soon of the St. Law- 
rence Seaway as guarantees of further 
"jrowth. Tbe\ see P)uffalo's di\ersified 



"start ua telling 
television be- 
fore 6:00 p.m." 



industry as a bulwark against any 
business recession. 

iVo faddists, residents of this 14th 
market area are conservative and thrif- 
ty. But manufacturers can find a solid 
market here. Weekly industrial earn- 
ings are S17 higher than the National 
average. And the people don't stint in 
enjoying the comforts their superior 
income affords. More than half own 
their own homes. 

T\ is an excellent medium for the 
ad\ ertiser's dollar. Buffalo is priinar- 
il\ a "'lunch pail town,' according to 
the Chamber of Commerce. Home 
early, most working men ha\ e dined 
and start watching tele\ision before 
C:00 p.m. But there are also many 
second and third shift workers to 
bolster the daytime viewing audience. 

The attraction Niagara Falls hold? 
for tourists is, of course, well known. 
There was a time when these vacation- 
ers were lost to the ad\ertiser, but no 
longer. Roads leading there are lined 
with motels which now feature tele- 
vision in e\ er\ room. 
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Eugene D. Hill, Hi-nmil inanu/irr, 
II CTO, //uinrs ri/i. /••/,;, 
\\ lien we ^t;ii led u|)cr;itiims jit \\ -( V\ ( ), 
wrrc foi tiiiKili' to I rciij;iii/c mhiii" 
iiii|)(ii'tiiiit il ilTcifiici's ill llic |-"li)iitl;i 
iiKirkrl iiiid well' ill II |)n>iliiiii to (';i|>i- 
lilli/t' on llii'iii. \\ !• |(;i-C(l our |or;ilioii, 
our f()\ criii;!' ;irt';i, ;iiiil oiii |)ro;;iaiii- 
iii<; on il tlioroii<;li lon^idriiil ion of 
tlii'-c "I'lorithi tlilTcioiifi's." 

\\ lii'ii l)n\iii<: llic l''|oriil;i ni.irkft, 
iii;in\ iKitioiKil ;itl\crti^rr- fail to no- 
tice lliiil I'"lori(la is iinii|iii'. Tin' nat- 
ural ti'iidtMit ) i^ to |)n\ oiiK llic niclro- 
[lolitaii area- and a->nme that the ma- 




"liirficsl rnohi'lf 

auilicncc 

in the u orltl" 



jor -oj-nienl of the market lia> heeii 
captured. \ot so inaii\ \ ear> a<:o. this 
a--niii|)tion nii<;lil have heen correct. 

However. toda\ the area covered 1)\ 
\\'-(7r() oiil>itle the Miami. Jackson- 
ville and Tainpa-St. IVler>hiir<: luetro- 
piditan center- is Tlorida s second larj;- 
esl market in population and cfTcctive 
hiiviiig power, and conliiines to ••row. 
l! would not ,-nrprise n- to -ce Tlorida 
heeome alino-l one continuous ".-uh- 
urhan" area within ten vcar-. 

1 here is another important difTcr- 
ence in the I'lorida market the hu<;e 
'■mobile audience": people who travel 
liv car and li-ten to car radios. \t Cy- 
press Gardens, more than l.OOO.OOO 
cars park anmiallv rinht next door to 
our new studios. Our latest count of 
out-of-state cars in the W'-GTO cover- 
age area shi)w> sliglillv in e\ce-> of 
7.000.000 carji annually, and this fifr- 
ure does not inehide local traflic. 

To capture this " \nto-Plus"' market 

a hoiuis ahove and hevond market 
fieures derived from rating services - 
v.e at \\ -CTO u^e hillhoards and road- 
side spectacuhirs extensivelv to re- 
uiind the auto audience that we i)ro- 
graiii music and news for tlieni. 

In short, at \\ -CTO we feel thai to 
capture the major part- of the Florida 
market. \ ou must reach not onlv the 
major metropolitan centers, hnt also 
the rich, outlving areas, particularlv in 
central Florida, and al.-o the largest 
■"iiiohile audience" in the world — and 
that s what we aim to do. ^ 
(7"o hp continued next issue) 



Remember 

When you invest in Maine 
radio coverage 



★ ★★★★★ 



The four stations of the 

MAINE BROADCASTING SYSTEM 

blanket all Maine's major markets and speak per- 
suasively to virtually all of its effective buying 
power. No other Maine network can deliver so many 
radio homes for your advertising dollars. 




WLBZ 



...PORTLAND 



...LEWISTON 



...AUGUSTA 



...BANGOR 



MAINE 
BROADCASTING SYSTEM 



T 



Represented by Weed and Company 
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TENNESSEE ERNIE FORD JOHN CONTE JACK BAILEY • 

(Bride and Groom with NBC MATINEE THEATER QUEEN FOR A .i' 

Frank Parker and Bob Paige 3:00 PM 4:00 PM 

premiered in this period July 1) 
2:30 PM 




{ the average 

lience 




jision 





IB BARKER 

.CONSEQUENCES 
1:30 AM 



JACK BARRY 

TIC TAC DOUGH 
12:00 NOON 



BILL LEYDEN 
IT COULD BE YOU 
12:30 PM 




omes 



. to the ten popular NBC Television 
personalities and the fresh new 
programs they star in, during the 
major networks' regular daytime 
schedules. There are still some 
availabilities in such big-audience 
shows as The Price Is Right with 
5,000,000 viewers per average 
minute; Truth or Consequences 
with 5,300,000; and Comedy Time 
with 7,300,000. Take advantage 
now of the greatest growth story in 
the history of daytime television. 

Source. Sielsen Tctecision Index, AA Hornet. 

June 1 *.57 \BC suslatninn and commerctal segments, 

10 am-S:30 pm,\. Y.T. . ARB.\'ieu:ert per Set. June o7 



NBC TELEVISION 



* THA SCOTT 

!N ROM.\NCES 
:4S PM 



DICK STARK 

COMEDY TIME 
S:00 PM 



Famous on the Georgia Scene 



IDA CASON GARDENS, attracting thousands to the world's 
largest man-made beach, lies near Chipley, Georgia. This is 
the heart of the state's rich textile and agricultural section — 
an area fully covered by WAGA-TV, also famous on the 
Georgia scene. Full power, tallest tower and top ARB and 
Pulse ratings give WAGA-TV first place in the Southeast's 
No. 1 market. 




STORER BROADCASTING COMPANY SALES OFFICES 

NEW YORK-625 Madison Ave. • CHICAGO-230 N. Michigan Ave. • SAN FRANCISCO-lll Sutter St. 




Represented Nolianally by THE KATZ AGENCY, Inc 



,-/ It ft'ld) Hstinp, uj cliangrs 

in tlie ailvrrlisinp, and brnadcasl fields 



^1 NEW AND RE 'W 

f 



NEW ON TELEVISION NETWORKS 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 




American Tob.icco. NY 


BBDO. NY 


NBC 


98 


Show tor a Summer Evening, Tu 9 30-10 pm, alt wks. 
9 wks 

Masquerade Party W B-B 30 pm . alt wks. 10 |uly. 9 


16 luly; 


Max Factor. Hollywood 


Anderson - McConnell, LA 


NBC 


B-l 


wkf 


Ford, Dearborn 


)WT. Detroit 


NBC 


173 


HiKh-Low; Th 9 30-10 pm; ■) |uly; 11 wks 




Kaiser Industries & Kaiser Aluminum 0 
Chemical Corp. Oakland 


Y&R, SF 


ABC 




Maverick. Su 7 30-8 30 pm; 22 Sept. 52 wks 




Libbey-Owens-Ford Class, Toledo 


Fuller 0 Smith 0 Ross. 
Cleveland 


NBC 




NCAA Football Games. U ipon . 21. 28 Sept; 5, 19 
16, 2B. 30 Nov; 7 Dec 


Oct; 2, 


Miller Brewing. Milwaukee 
Wildroot, Buffalo 


Mathisson Asso. Milwaukee 
BBDO. NY 


ABC 
ABC 




All-star Coif; Sa 4-5 pm; "j spon; 12 Oct 26 wks 
All-Star Coif. Sa 4-5 pm; >j spon. 12 Oct. 26 wks 





BROADCAST INDUSTRY EXECUTIVES 



NAME 


FORMER AFFILIATION 


NEW AFFILIATION 


Byron E. Anderson 


KSTP, Minneapolis, ntl radio sis mgr 


Same, sis mgr. ntl Cr local 


Fred Bunsen 


Texas Student Publications, U of T 


KTBC-TV. Austin, sis promotion dept 


|ohn B. Dalton 


NBC, NY, acct exec network sis dcpt 


CBS Tv Film Sale, NY. acct exec 


Earle J. Cluck 


WSOC, Charlotte, pres 


Some, chairman of the board 


Cordon Cray, |r. 


NBC, NY, co-op pgm sis 


Katz Agency, NY, radio sis staff 


C. George Henderson 


WSOC, Charlotte 


_Same, exec vp 


Lon King 


Peters, Griffin Woodward. NY. asst vp 


Same, dir of tv sis promotion 0 research dcpts 


Paul Klempner 


ABC. NY, broadcasting 


WQXR. NY, dir of sis development 


Ben Levine 


Columbia Pictures, NY. broker 


,A.A.P.. NY, film expediter 


loseph K. Marshall 


KCBS. SF, sis staff 


CBS Radio Spot Sales, SF, acct exec 


Eugene R. Myers 


CBS Radio Spot Sales. Chi, acct exec 


Same, St. Louis, mgr 


Ralph R. Myers 


United Printers 0 Publishers. Boston, asst sis promotion mgr 
& marketing consultant 


Richard O'Connell. Inc. NY. acct exec 


Robert F. Nims 


WCAT. Athol, WMOO Milford, vp-Ren mgr 


RAB. NY. sis rep to the membership dept 


Bill Payne 


KTLN Denver, radio personality 


Same, dir of promotion 


Walter Rebmann. )r. 


KUTV. Salt Lake City, acct exec 


KVOO-TV Tulsa, acct exec 


|. Robert Reisinijer 


Crosley Broadcasting Corp, Chi 


Same, tv sis mgr 


Leon S. Rhodes 


Loucks 0 Norling Studios. NY, production mgr 


Same, vp 


Robert P. Rimes 




_WW) & WW)-TV. Detroit, sis promotion dept 


William Sanford 


Young Television Corp. Chi. fv acct exec 


Crosley Broadcasting Corp, Chi, sis staff 


Richard Schutte 


CBS Radio Sc>ot Sales, SF. acct exec 


KCBS. SF. sis mgr 


William A. Slater 


WIHP-TV lacksonvillc, local sis mgr 


WFGA-TV. Jacksonville, local sis staff 


lack Thayer 


WDGY. Twin Cities, broadcasting personality 


Same, gen mgr 


Howard F Todman 


Goodson-Todman Productions. NY, business mgr. 0 What's 
My Line, Inc, and Goodson-Todman Enterprises, treasurer 


Same, dir of business affairs, 0 Goodson-Todman Ent vp 


Winslow E Uebel 


NBC Chicago, network sis promotion 0 research 


Katz Agency, LA, radio- sis staff 


Larry Walker 


WSOC, Charlotte, exec vp 


Same, pres 


Charles W. Way 


Morrison-Neese, Greensboro, advtg dir 


WFMY-TV, Greensboro, sis staff 


lack Welch 


Marlin. state legislator 


KTBC-TV, Austin sis dept 


William K. Winterble 


Katz Agency, LA. radio sis staff 


Same. NY 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Warren Abrams 
George T. Byers 
Robert C. Doherty 
Mary Dunlavey 
George Fenmore 
Richard Fishel 
S. E. Frohock 
Marvin Goldman 
Alfred M. Katona 
Clement W. MacKay 
Charles F. Mallory 
Victor Miranda 
|ohn T. Murphy 
Desmond O Neill 
Charles T. Rabkin 

|ohn H. Riordan 
William Vance 
Wayne C. Williams 



N. W. Ayer, Detroit, tv-radio dept 
Beech-Nut Life Savers. NY 
Gentry, NY, managing cd 

Blame-Thompson. NY 

Kenyon & Eckhardt. Phila, sis promotion div copy supvsr 
BBDO. NY, marketing specialist 
Rapid Film Technique. NY. advtg mgr 

Roy S. Durstine. NY. vp in chg marketing 0 research 
Ruthrauff & Ryan. M. B. Scott Div, acct exec 

Lynn Baker. NY. acct exec & copywriter 
Bryan Houston. NY. asso media dir 



Roy S. Durstine. NY, acct supvsr 

McCann-Erickson, NY, writing, producing tv-radio accts 
N. W. Ayer, NY, radio-tv traffic 



Same. Phila 

DCS&S. NY. acct exec 

DCS&S. NY. acct exec 

Kastor. Farrell. Chesley Cr Clifford. NY. contact media exec 

Same, dir public rel s 0 publicity comm products div 

Ruthrauff & Ryan NY, sis promotion dir Geare-Marston Div 

Kenyon 0 Eckhardt. NY. merchandising exec promotion dept 

Norman D. Waters. NY. acct exec 

N. W. Ayer. NY, traffic staff radio-tv dept 

Same, exec vp 

Goodman Advtg, LA. sr acct exec 

Fletcher D Richards. NY radio-tv dept 

Burke Dowling Adams. NY acct exec & copywriter 

Kenyon 0 Eckhardt. NY broadcast buyer 

Emil Mogul. NY acct group supvsr & member of the plans 
board 

Geyer. NY, acct supvsr 

Fletcher D. Richards. NY radio-tv dept 

Same, live pgm production 
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The 

Columbia Pacific 
Radio Network 
doesn't miss 
a thing! 

Consider first 
the 3 Pacific Coast 
states. Their vast 
323,000 square miles 
contain almost 6 
million radio homes. 
Well, sir, it takes 
245.000 watts 
of well placed power 
to reach 'em all. 
We have itl And if 
you market 
in the 8 other far 
west states, 
we offer you our 
Mountain Network 
to blanket that 
area, too! That's why 
we don't miss 
a thing 
— and neither 
does the advertiser 
who depends 
on us. 



COLUMBIA 




RADIO 



National and regional spot buys 
in ivork noiv or recently completed 



SPOT BUYS 



TV BUYS 

Roto-Broil Corp. of America, liochester, is going into major mar- 
kets to advertise its ''Fleetwoocr' broiler. Campaign kicks off 1 
August and will run indefinitely. Minute film commercials will be 
placed during da) time bours: saturation frequency w ill vary from 
market to market. Buying is not completed. Buyer: Mort Reiner. 
Agenc) : Product Serv ices, Inc., New York. 

The American Tobacco Co., \e\\ York, is buying nationwide to 
advertise its filter tip Tareyton cigarettes. Campaign will start in 
mid-August for an indefinite period. Minute? and chainbreaks dur- 
ing nighttime and daytime segments will be used. Buying is com- 
pleted, it's believed. Buyer: Tessa Allen. Agency: Lawrence C. 
Gumbiniier Adv.. New York. (Agency declined comment.) 

The Procter & Gamble Co., Cincinnati, is planning a campaign in 
major markets for its Duncan Hines cake mix. Schedule will begin 
22 July and will run until the end of the contractual year. Minute 
announcements have been slotted for daytime hours; frequency will 
vary from market to market. Buying is not completed. Buyer: Joe 
Burbeck. Agency: Compton Adv.. Inc., New York. (Agency declined 
comment on the campaign. I 

Lever Bros., New York, is buying schedules for its Rinso Blue in 60 
top markets. Campaign will begin 22 July and will run for nine 
weeks. Minute e.t.'s will be aired both daytime and nighttime to 
reach as wide a woman's audience as possible. Saturation frequency 
will depend upon the market. Buying is completed. Buyer: Tom 
Ghnn. Agency' : J. Walter Thompson. New York. (Agency could not 
be reached for comment.) 



RADIO BUYS 

General Foods Corp., White Plains, New York, is purchasing major 
markets for its Certo and Sure Jello-0 Products for home canning 
and preserving. Schedule will start shortly for six •weeks. Daytime 
live minutes will be used; average frequency per week in each 
market: 10. Buying is completed. Buyer: Kay Brown. Agency: 
Young & Rubicam. New York. 

The Nestle Co., White Plains. N. Y.. is buying throughout the 
country to push its Decaf coffee. The short-term schedule will begin 
28 July. ^Minute e.t.'s will be slotted in both day and nighttime, with 
an average of 20-25 per week in each market. Buying is half-com- 
pleted, it's believed. Buyer : George Walker. Agency : Dancer-Fitz- 
gerald-Sample. New York. (Agency declined comment.) 

Anahist Co., Inc., Yonkers. N .Y.. is planning a campaign in major 
Negro markets to promote its Anahist and Super Anahist. Daytime 
and nighttime minutes will be purchased, with five-10 spots per week 
in each market. Present plans, it s believed, are to kick off mid- 
September for 26 weeks. Buying bas not begun. Buyer: Chet Slay- 
baugh. Agency: Ted Bates & Co., New York. (Agency could not be 
reached for comment.) 
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jUow does Pittsburgh's No. 1 disc jockey 
spend his vacation? 

At a turntable, of course. 

The disc jockey is WCAE's Jay Michael. 
The turntable is Martin Block's, at WABC 
in New York. 

Jay is one of six disc jockeys picked to run 
The Make Believe Ballroom for the six 
weeks that Martin is on his vacation. The 
select group was chosen for the job by 
Martin Block himself, who sought out the 
outstanding men in the field to mind the 
store for him. 

IN PITTSBURGH, FAR OUT IN FRONT 

All of which adds national recognition to 
the man who is far and away tops in his pro- 
fession around Pittsburgh. 

Pulse after Pulse, Jay Michael outpulls 
every other afternoon radio attraction in 
the market. The latest report (March-April, 
1957) shows the Jaybird with ratings aver- j^^' 
aging 6.0 and soaring as high as 6.7. 

Si 

HEAR FOR YOURSELF ^fc^ 

If you're within tuning distance of WABC 
while Jay's in New York, we invite you to 
listen in. The^ dates are July 22 to 27. The 
time is 11 a.m. to Noon and 3 to 6 p.m., 
Monday-Friday; 9 a.m. to Noon and 6 to 
7:30 p.m., Saturday. Hear for yourself why, 
with the Jaybird on your payroll, your sales 
in Pittsburgh will never take a holiday. 

If you can't catch Jay on his New York 
appearance, your Katz man will be glad to 
bring over an audition disc .. .availabilities, 
too. Call him today. Ask him also about 
Davey Tyson, Tommy Riggs, Bill Nesbit and 
Gloria Abdou, four more reasons why WCAE 
is Pittsburgh's salesmanship station. 

Affiliated with The Pittsburgh Sun-Telegraph • Represented by The Katz Agency, Inc. 
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News and Idea 
WRAP-UP 



FIRST IN DETROIT 

• PROGRAMMING 

• EXPERIENCE 

• SALES RESULTS 

ASK DETROITERS 



WORLD'S FIRST RADIO STATION 
Owned and Operated by THE DETROIT NEWS 

Nolionol Representotives: Peters. Griffin. Woodword. Inc. 




Call Your Branham 
■I Man for these and 
^1 other top-rated 

H participations 

ll KROD-TV 

Li Channel 4 

■ EL PASO, TEXAS 

CBS^ ^ — * 

AFFILIATED with KROD-600 kc (SOOOw 
Owned & Operated by El Paso Times, Inc 



Rep. Nationally by the BRANHAM COMPANY 




ADVERTISERS 

Lev*'!* HrollnTs' hilcsi proiiiotioii 
i'or lirccze. all-purpose dctcrjit'nt. 
is aimed at llie teen-age market. 

Keasoning heliiiul the move: 
1 I The teen-age market accounts for 
more than a quarter of all food sales. 

2 ) There are an estimated million 
new teen-age mothers each T,ear. 

3) In 1957 half of the nation s new 
h rides w ill be teenagers. 

Alethod of promotion will be premi- 
um gi\e-awa) of records from among 
the current top 10 best sellers. 

Network radio, newspapers and mag- 
azines will be the principal media 
used for the promotion. 




?»Iergers and aequisilions : Bond 
Fickle Co. has merged Milli Bea- 
trice Foods. Bond w ill become a divi- 
sion of Beatrice Foods and retain its 
brand identity. . . . Ronson. in a 
diversification move, has acquired 
Saxony Electronics. Saxony currently 
is producing hair dr\ers. heating pads 
and room vaporizers. . . . Bon Ami 
has bought Skour-Au. heavy duty in- 
stitutional cleaning item. pre\iouslv 
owned by Leon D. Le\"\ . 

Foens on personalities: J. W. SliU 

has been appcdnted advertising and 
sales promotion manager of the Dixie 
Cup Co. Stitt previously was ad\er- 
tising manager. Don M. Creek now 
becomes assistant sales promotion man- 
ager for home products and Raymond 
R. Remaley is assistant sales promo- 
tion manager for conmiercial products. 
. . . Samuel N. Seliell has been pro- 
moted to assistant general sales man- 
ager and Eugene H. Blantdie to 
sales service manager for Pbarma- 
Craft Co. . . . Dr. Arthur Greenherg. 
formerh research director of Sidney 
Hollander Associates, has joined 
Charles Anted. Inc., a> director of 
marketing research. . . . John A. Ca^- 
ley. formerly president of the George 
W. Luft Co., has joined American 
Home Products as an assistant to the 
president. . . . James 11. Rosen field 
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has joined Polaroid Corp. as assistant 
advertising manager, llosenfreld comes 
from NBC TV sales. . . . Rohert C. 
Frojen has been named director of 
advertising and public relations for the 
Lincoln Savings Loan Association, 
Los Angeles. 



AGENCIES 

Camphell-.AIilhun and Caniphell- 
Ewald ar<» now sharing the Kroger 
account. Tlie assignment breaks 
up thusly: 

Campbell-Mitbun w ill handle the ad- 
vertising for Kroger's manufacturing 
divisions and for the following oper- 
ating divisions: Atlanta. Cincinnati, 
Columbus, Da) ton. Little Rock. Louis- 
ville, Memphis, Nashville. Roanoke, 
\^'ichita, St. Louis. Kansas Citv and 
Carbondale. 

Campbell-Ew aid \\ill take over the 
other 10 retail divisions: Charleston, 
Chicago, Cleveland. Detroit. Ft. ^'a\ ne. 
Grand Rapids, Indianapolis, Madison. 
Peoria and Toledo. 

Up to now the Ralph H. Jones Co. 
has handled the bulk of Kroger's ad- 
vertising, which includes much spot 
radio and t\ . 

Personality notes: Daniel Potter 

has joined the radio-tv department of 
Xorman, Craig & Kunmiel as director 
of radio-tv media. Potter comes from 
Esty . . . Irwin A. Goldberg has left 
Grey to become research supervisor 
at the Charles W. Hoyt Co. . . . An- 
drew Diddel has joined Kudner as 
account manager for Pan American 
World Airw"a\s cargo advertising. 
Diddle formerlv was \ew York sales 
manager for Eastern Air Lines . . . 
Larry Gross, formerly an account 
executive at J. M. Matbes. has joined 
Grey in the same capacity . . . Wil- 
Ham II. Gehliardt has joined the 
Walter J. Klein Co.. Charlotte. X. C, 
as vice president and account execu- 
tive. Gebhardt comes from Brooke, 
Smith. French & Dorrance . . . Dr. 
William T. Strauss, formerly of Ciba 
Pharmaceutical Products, has joined 
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I)(".SS iis \ ice |)rf^i(Ifnl ilirct loi of 
the jn (ifcsxioriiil . . . Piiiil 

.Miirkiiiaii, n \ ice jtrcsidfiit niitl di- 
rcclor ttf HBDO. Iins mtixctl l(» the 
iificric) "s l^tts Anjiflc>i ollicc a>< iiii iic- 
cmiiil Mi|u'r\'isttr . . . Aiitlioiiy Al- 
IhtIi Itfcn ii|>|>()iiiti-(l rnci ( luiiiilix. 
inji nnd siilcs \ ice |)roi(lfiit fur \tl- 
\t•rlisin{^ Ajjciicit's, Inc., Stiitlio (',it\. 
Cjilif. ...(;. 15. "Ki-Kr" |{iiii< >. Jr. 
Iui> ht'cii nnined iirodtu'liini iiiiiiKij^cr 
for iMiiik Schrcilifi crlisinj;. Den- 
\cr . . . JiU'k Sclili(*li<>iiiii;iM>i' Ui\- 
|)ft'n ;i|)|)oiiitcd \ itc |)rcsi(lciit in clijiifif 
of Ihc San Aiitonit) ollicc of ("dcim 
\(l\trlisiiii:. lie sntTC«'ds KoIktI (). 
I l<ill('r<tii who ino\('s to fidl-tiiiic ^ctn- 
ice on llic Lone SUir IJit'wino; acconni 
. . . I'liilip W'i.H*' hns l>ccn jiroinotcd 
lt» assistniil iicconnt c\cciili\c at (lornj)- 
ton . . . Hall UalliiKiii luis joined 
BI5I)0"s Los Aimelc> oil ICC in the 
media de|)artinciit . . . J<iliii Kiiiiiuirt 
is now a niciiihor of llie e\eciiti\e slalT 
in the 5aii Francisco oiUce of Roy S. 
Durstinc. Inc. . . . (il«Mi J«»«'«'lyii lias 
j«)inc(l MacFarlaiuI. A\e\ard & Co. a> 
\ ice |)resi(Icnl and cliairnian of the 
plans hoard . . . William J. LalT«'y. 
forinerh media hiuer al Donahue & 
Cue. has mo\ ed over lo Fidler & Sniilh 
& Ross ill the same ca|)acil\. 

TIk'v Ix'eaiiK' v.p.'ti this >»<'«'k: 
WarnMi h^iK's. II. (i. Missin«r«T. 
William E. Mack«' and E. L. W'liil- 
lU'V, all of iNoriiiaii. Craicr & Knnimell 
. . . Kohert Kirsclihaiiiii and (mi! 
Oriiig of Cre\ Ad\crlisinjr . . . \\ il- 
Ham E. Maii<:lKtii of OFS . . . Urii«-e 
K. Ahrams and K«»l)<'rl .M. Hogiie 
of Allston Associates. \ew York. 



NETWORKS 

Boh Fastnian continued this week to 
rip apart ABC Radio's moriiinj; sched- 
ule, tossiiij; out three dramatic slri|)s 
for the e\entual substitution of jx-rson- 
ality shows. 

XBC quick!) |)icked np one of the 
trio. My True Slory, an ABC staii(lh\ 
for 1.5 years. Fhe other Iwtt elimina- 
tions were If hispering Slreel and 
IFhen a Girl Marries. 

Fastnian's |>hiloso|)li\ aiienl the 
change: Li\ e personalit) stanzas w ill 
not onl\ hlend in better with the a.m. 
anchor, Breakfasl Club, hut sidestep 
competing against t\ with drama. 

Chronological notes: Ul Eastman 
disclosed these policy plans after NBC 



Radio issued an aiiiionneeiiient lliiit it 
had taken o\ei- M \ Tnif Slory. (21 
BBDO. two t\n\< later, bonght a bnteh 
of partici|ialion> in the show for I .>. 
"^tcel's Ojieralions ."^now flake eain|>aign. 

. . . Kolx'it ]']. KiiitiM-r. e\eenli\e 
\ ice |tresi(lenl, lele\ ision network |mo- 
grani sales, and MiiiaiiMel (.M:iiiie) 
Sa<*ks. \ ice jiresident. tele\isi,in net- 
work |)rograins, ha\e been elected to 
the board of <|ireelors of MU]. 

rii«Tc"> pb'iily of iiiglittime still 
<ip<-ii till the l\ networks for tin* 



fall. The \ a<'<iii<'i<-n by iietvsork 
ii<l(l lip to: 

ABC 'lA half-honrs 
CIl.N 'lA 2 half honrs 

MIC I \ half-honrs 
( .^ee sl'dNxiu's 'IN -Radio Basics, 27 

Jtd\, for ftdl details about the fall |iro- 

giaming jiietnre 

l'*all iiet\N4)i'k \\ programing iioti'^: 
AlW: TV has s.,ld the Monday !!- 
'I'.-.'.iO |).in. s|tot to Max Factor through 
\nders((ii-M(('oiinell. The |)rograin is 
not sci . . , In da\tiiue sales ABC I \' 
has |iicked n|i an assortment «if bnsi- 




Smartest move in Texas is to use 



the only facility covering the 
Beaumont - Port Arthur - Orange area 
of over 1 , 000 , 000 prosperous people. 
K F D IVI Beaumont Radio 8c TV 



^l^j^ PETERS-GRIFFIN-WOODWARD, inc. 
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// pictorial renew of local 
and national industry events 

PICTURE WRAP-UP 




Color television debut scheduled for first 
\\eek in August on WLVt'-T, Cincinnati, Cros- 
ley president, Robert E, r)nn\'ille (1.) aids 
ill unloading one of three new cameras 




Whalen, E. IMogul head tiniebuyer by Ernie 
Tannen (1.), \\'1LY. Pittsburgh and Bernard 
Howard, Stars National, the station's rep 




Supermarket' serenade: To help launch 
the biggest merchandising campaign of its 
history, Hansen Baking Co., Seattle, bakers 
of Sunbeam products, engaged this gay trio 





Stressing teamwork between network and spot sales representatives, Robert E. Eastman, 
[)resident of American Broadcasting Company Radio Network, is seen above as he addressed 
the Station Representatives" Association. Meeting was held at American's N.Y. headquarters 



Announcing its move to new ([uarlers at 
.505 Park Avenue, Reach McClinton & Co., 
Inc., mailed the above picture to clients. 
No interru[)tion of service was stressed 



"Drive Safely ... Be Home for Christmas" 
was ERE's safety campaign slogan for big 
\ July holiday. Using technique a la Burma 
shave, station's secretaries aid promotion 




Western New York's Favorite Sports Foursome 

Chuck Healy, Eastern Collegiate Boxing Champ, Syracuse '39 
Dick Rifenburg, All-American End, Michigan '48 
Don Cunningham, Basketball Star, Dickinson '48 
Ralph Hubbell, Dean of Buffalo Sportscasters since '35 




LErS TALK SPORTS 

Saturday Afternoons 

WBEN-TV ch. 4 



The talent lineup on LET S TALK SPORTS touches all bases . . . hits to all fields. It's a 
half-hour forum of facts and anecdotes, comment and criticism that the sports-minded 
in Western New York have come to appreciate and follow. 

Typical of the Prestige Programs developed and produced by WBEN-TV for local spon- 
sorship or participation, it combines seasoned talent of four staff sportscasters with a 
popular format, and presents it to the largest, most interested group your TV dollars can 
buy in Western New York. 

LET'S TALK SPORTS precedes or follows the CBS Game of the Week (depending on 
game time). In the fall it follows Pro Football, in winter it will follow NHL Hockey. 
Twelve months a year this market is available to you. You can pick your season, name 
your game, and if your product fits this custom-tailored show you can look forward to 
sales results that will wear well and long in WBEN-TV's vast 18-county coverage area. 

Give us a call — or our national representatives: Harrington, Righter and Parsons — and 
LET'S TALK SPORTS. You'll like what you'll hear. 

WB E N -TV CBS in Buffalo 



THE 



STATION 



□E 
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.... ^\li('n ^\<> should be quoting 
folks like Mrs. R. 0., who says, 
"Vi'e are newcomers to Topeka, and 
from the ver)' start it has been your 
radio station that made nie feel 
at home here. Your announcers 
seem like old friends, and you offer 
programs of quality and genuine 
interest. Keep up the good work!" 

5000 WATTS • TOPEKA, KANSAS 




Rep, by John E, Pearson Company 



WIN 



The BIG Audience! 



PLACE 

Your schedule on 
KTRNILet us... 

SHOW 



REAL RESULTS! 



April-May '57 
HOOPER 
AVERAGE! 



62% 



KTRN 

Wichita Falls, Texas 
A. Boyd Kelley-Gen. Mgr. 
Burke-Stuart-Nat'l Rep. 



iiess from the Sweets Co. on the 5-,5:30 
p.m. kid shows siri]). Sweets will take 
half oi Superman on Monday, ahernate 
weeks of Sir Lancelot on Wednesday 
and alternate weeks of The Buccaneers 
on Friday. I he cand\ firm has also 
hought the .5-.j:.3() slot for Saturday 
and will program Tales of the Texas 
Rangers there. 

CBS T\"8 latest fall sales are on 
the da) time side with Ludens taking a 
quarter hour of Captain Kangaroo on 
Saturdays (9:.30-9:4.5 a.m.). Atlantis 
Sales Corp. (for French Mustard) has 
signed up for four quarterdiours on 
alternate weeks on four CBS TV day- 
tiiners: Our Miss Brooks, You Are 
the Jury, Edge of Night and IJotel Cos- 
mopolitan. 

INBC TV has sold the 10-10:30 p.m. 
spot on Saturday nights to Pharma- 
ceuticals for What's It For, a series 
explaining inventions. Kletter is the 
Pharmaceuticals agency . . . The net- 
work's annual coverage of the Macy 
Thanksgiving Day Parade (28 No- 
vemher, 11-12 noon) will be half spon- 
sored by Ideal Toy Co. Ideal's agency 
is Grey. 

Minnesota Mining and Manufac- 
turing has announced that it is 
now putting out the world's first 
commercially available video re- 
cording tape. 

While the new magnetic tape has 
been in use by all three networks since 
daylight saving time, it is only now 
that it has been developed to the status 
of a commercial product. Up to now 
the tape has been still in the experi- 
mental stage. 

People in the news: Elliott F. 
Alexander has been named manager 
of advertising and promotion for 
ABC TV"s Western division. Alexan- 
der comes from BBDO . . . Betty 
Boucher has been promoted to head 
of the ABC station clearance depart- 
ment. 



TV STATIONS 

Sylvester (Pat) Weaver has signed 
a second sponsor, Climax Indus- 
tries, for Ding Dong School, the 
show that will kick-off his Pro- 
gram Service network plan. 

Climax which manufactures Kid-0, 
synthetic modeling compound, joins 
Taylor-Reed Corp. when Ding Dong 
School starts on 26 August. The pro- 



gram will be carried over stations in 
\ew York, Chicago, Washington, 
Philadel]jhia, Baltimore, Cleveland, 
Cincinnati and St. Louis. 

At least five other markets, Hart- 
ford-New Haven. Indianapolis, Mil- 
waukee, Minnea]jolis and Detroit, are 
ex])ected to he added b) October. 

Agenc) for Climax is Atlantic Ad- 
vertising and for Taylor-Reed, Hicks 
& Griest. 

(See SPONSOR-SCOPE for data on 
Weaver participation prices.) 

Here's a commercial station that 
not only is giving time for educa- 
tional shows (two hours per day) 
hut also is training local teachers 
on how to use the service. 

WVEC-TV, Norfolk-Hampton, Va., 
will provide an hour, 9-10 a.m., each 
weekday morning and an hour, 1-2 
p.m., each afternoon during the school 
J ear for educational programs, start- 
ing next fall. 

In the meantime the station is con- 
ducting an educational workshop for 
almost 40 teachers from the Norfolk 
area. Classes run the whole month of 
July and the tv school for teachers 
starts at 9 a.m. and lets out at 4 p.m. 

New call letters and affiliates: 
KCTV are the new call letters for 
KTXL-TV, San Angelo, Tex. . . . 
WMBD-TV, Peoria, will go on the 
air 12 January as an interconnected 
primary affiliate of CBS TV . . . 
KPAC-TV, Beaumont -Port Arthur, 
Tex., will go on the air 15 September 
as an NBC TV affiliate. KPAC-TV is 
licensed to Texas Goldcoast Television, 
Inc. President is Julius M. Gordon 
and sales manager is Mack Newberry 
. . . WBAP-TV, Fort Worth, will be 
the new basic affiliate of NBC TV for 
the Dallas-Fort Worth market. The 
new affiliation arrangement ends the 
network's present affiliation with 
WFAA-TV. Dallas . . . 'WTVH, 
Peoria, has signed as a primary ABC 
TV affiliate. 

Job notes: Allen W. Dunn is now 

national sales manager for KLRJ-TV'. 
Las Vegas. Dunn comes from KNTV. 
San Jose. Calif. . . . Ben A. Hudelsoii 
has left Westinghouse Broadcasting 
Co. to join WRCA-TV. New York, as 
production manager . . . Don Harris, 
formerly of KTEL, Walla Walla, has 
joined the sales staff of KEPR-TV, 
Pasco, Wash. . . . George Vickery 
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MOUSETRAP, STEAM TRAP, SEWER TRAP 



... the world icont beat a path to the door of 
the man who builds a better one and then doesn't 
advertise it so that people will know about his 
product, know where it can be bought and how 
much it costs. 

Advertising benefits the buyer, too. It tells you 
the product story, makes it easy for you to buy. 
Even more important to you, advertising leads 



.,,it makes no difference 



to mass production and volume sales 
means lower costs and 
lower prices. 

Yes, "Advertising 
Benefits You" . . . 
'specially business- 
paper advertising. 



which 




SPONSOR PUBLICATIONS INC. 
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slay of the 

• 3 Minutes from Grand Central 

• Convenient to Fifth Avenue 
Shopping 

• All Outside Rooms 

• Radio; Television; Circulating 
Ice-Water; Tub and Shower 

de/ightfoify 
AIR CONDITION50 




HOME Of 7HE FAMOUS 



'Hawaiian 
Room* 

Knaum Far Authentic 
Hawaiian Cuisine and 
Native Entertainment 
»ee your 
local travel agency 
or tvritm to Promotion 
Oftnt. Inr Rrt^hure 1 BO, 



LEXINGTON AVE. at 48th ST. 
NEW YORK CITYJ7 



BOSTON— HANCOCK 6-6625 
CHICAGO— DEARBORN 2-4432 
MIAMI— FRANKLIN 9-8331 




FILM COMPANY 

3825 Bryan • TA 3-8158 • Dallas 



has been appointed merchandising di- 
rector of WTN'^J, Miami. Vickery will 
retain his post as publicity director but 
give up bis public service directorship 
. . . Kicliurd (>. Luiidsmuii has 
joined \\73AL-TV, Baltimore, as as- 
sistant sales manager . . . James S. 
McMiirry has been appointed opera- 
tions manager of WI'FII, Wilmington 
. . . Ceiio M. Heard, former time- 
bu)er at McCami-Erickson, Houston, 
has joined the KTRK-TV. Houston, 
sales staff . . . hew Arii(»l(l, general 
manager of K'PLA, Los Angeles, has 
been elected a vice president and mem- 
ber of the board of directors of Para- 
mount Television Productions . . . W. 
A. "Spunky" Keese has joined 
\\'EHT-TV, Henderson. Ky.. as sales- 
service coordinator . . . F. Douglas 
Cliingo, formerly with KCRG-TV, 
Cedar Hapids. la., has joined KDAL- 
TV. Duluth. as local sales representa- 
tive . . . Charles W. Way lias gone 
with \^TMY-TV, Greensboro. X. C. 
as an account executive . . . G. F!arl 
Hrooiiie has been promoted to sales 
manager of WITN. Washington, X. C. 
. . . Harry Travis, formerly station 
manager, has been appointed vice 
president and assistant general man- 
ager and Tom Matthews, formerly 
program director, has l>een made di- 
rector of operations for WXEIM-TV. 
Bay City. Mich. . . . Charles D. Lin- 
ton, Jr., Jim Javris, Milt Lewis 
and Bert Julian have been appointed 
to the sales staff of \^^LW-L Indian- 
apolis. 

RADIO STATIONS 

Idea from KYW, Cleveland, re 
station's '"Sing and Sell" summer 
sales phin: 

1. KYW worked out an exclusive 
series of jingles tailored to tie in with 
such services as weather, traffic. sp(jrts 
and places to go. 

2. Then service announcements 
were offered either in combination or 
as one exclusive service to both local 
and national advertisers. 

Results: a complete sellout of the 
series in the first two warm weather 
months. 



One of Spartanburg's 
Two Great 
Stations 




w 



A 



llunnjrous note on conimereials : 
WViNJ, iNewark, reports it has 
been getting letters asking if Mrs. 
Westing and Mrs. House are go- 
ing to marry the I*iel Brothers. 

The ladies causing all this talk are 
the two commercial characters created 
b) Westinghouse Appliance Sales 
Corp. for a one-station saturation test. 

Original purpose was to promote 
the theme that the revolving agitator 
in the W^estinghouse Laundromat does 
away with the need for a lint trap, 
but since Mrs. Westing and Mrs. 
Hou.se have brought out such li.stener 
response, WASCO has decided to use 
the two to promote other home appli- 
ances. 



H ere's something rather novel: An 
ad agency buying radio time t(» 
advertise itself. 

Goodman Advertising. Los Angeles, 
is sp(msoring a 15-minute musical 
sbo w on KRHM, Los Angeles, Mon- 
day through Friday. The agency says 
it picked the FM station because it 
hoped "The very use of this unique 
means of FM will indicate the unusual 
methods and approaches Goodman 
Advertising might use to sell a prod- 
uct."' 

New appointments: Robert H. 
Do(hl has joined the sales staff of 
KOBY, S an Francisco . . . Joe 
Thompson, formerly sales manager 
of KHEP, Phoenix, has been named 
manager of KHEY. El Paso . . . Larry 
Gibbons has joined the sales depart- 
ment of KFBI, Wichita . . . John 
McKae has been promoted to general 
sales manager for KOBY. San Fran- 
cisco. 



SPARTANBURG. S.C. 

Cali:Gi-ant Webb & Co. 




"His ambition is to be top dog on 
KRIZ Phoenix!" 
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I'oiiitiiig up this fart : 


OlH. ial Kihiis 


this wn'k roh'ax-d His; 


Stor) 


thl- 


third of thrtH' fihii scrii 
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on >\ 11- 


dicntcd luarkiM within a 
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CarKirid. 

Onicial reports that advaiiee >ale> on 
/>/ir ^tory totaks aroiriid S2o0.000. 
(Jnihl Films has joined tlir parade 
ot syudiralors who arr rxpaudinj; 
their foreijin operations. 

Guihl's suhsidiar\ uriihrelki hir ihe 
foreijiii activities: (arihl 1 iitrriiacioruil 
5. A., a Panama corporation with of- 
fices in I'anarna Cit\. Mexico Cit\. 
London. Rome and Dii^seldorf. 

Art Cross heads the ^uh^ithar) as 
niaiiai;in<; director. 

NHC ^eh'^ ision I' ilm's Fnmlivr is 
rommandin<: solid ratings ont 
west. 

For instance, in Salt Lake Cit\ 
Frontier pulled a 26.7. outdrawing 
O'lfenry Playhouse and Studio One . . . 
Frontier also came out in front in FA 
Paso. Colorado Springs. Tulsa and 
Puehlo. 

A.\P's third '"Popeye Day" in the 
uietropolitan area took place \?> Juh 
at Bamberger's. .Newark. X. J. Latest 
sales of Popeve cartoons to WSF.\-T\'. 



Moiil;_'oiiier\ , .ind KL\S-I\. l.a^ 

\ ega^ . . . ."^ereeii Cents repnits three 
new iiiiixiiMtnients William I.. ^ oiriig. 
\ o r t li - (!<■ n 1 1 a 1 l)i\i^iiiii iii.inagei' : 
ll.iri\ Ihii'hei'k. (iliieago ■^ii\r- ^lall: 
Naiies l.ittleiield. foimi ih (.idling di- 
rector, ii|i|ied 111 I'.a^teiii talent ^iniil. 
lleriiKiii Hnsh. \ and nieniher uf 
Hiiard of 1 )inTloi>;. lia^ resigned finni 
Oilirial films elh-(ti\e I Xirgir^t . . . 
\1 \ a|»p(iinted Lrie 11. llaighl. 
Iinaneinl and motion |iietirre e\eeiiti\e. 
tci ticasiiici . . . N\ alter L. 'I liril't 



jiiins \1!(, 1' dm ^\ mlii atiuii's ^ale* 
slalf as mid-siiuthrni s;i|cs reji. head- 
i|iraitering in \ iigiiiia liiMeh, \ a. . . . 
Ittihert J. Miiders. Iiie,. film |iro- 
dirrers and park.igeis uf "lle\l of the 
P(>\l" lia\e named .Marshall .'^eliaek- 
er, to head New ^olk oliice . . . 
Sereeii Ceiiis aeiprired world t\ 
lights 1(1 twii Maik llelliiigci |)i(tirre- 
"llriile fiirte" sijirriiig Kurt l.aii- 
easl.T. and "The \iihetl Cil)" . . . The 
|)air will he iinlndnl in iir\i ^eicen 
Cems fe.ilnie jiai kagc ndea-i' to t\. 



CKLWS Disc Jockeys'Xire The JS Busiest 

\^ ^ in the Detroit Areali 




TOBY DAVID 

6:45-9:45 o.m. 
Mon. thru Fri. 

Music, time, weother, 
comedy! Everything to ol- 
trocl listeners and keep 
them listening ot the 
woke-up hours. 



BUD DAVIES 

11:05-12 noon 

l:30-2;^5 
Mon. thru Fri. 

Music in o pleosing monner 
for eorly ofternoon listeners. 
Voriety ond guesl interviews 
with celebrities. 



EDDIE CHASE 

3 35-7 
Mon. thru Fri. 
Lole cflernoon ond dinner 
hour music for everyone. 
Good listening for "rotting 
home" motorists. 



800kc. MUTUAL 

50,000 Watts - GUARDIAN BLDG., DETROIT 

ADAM YOUNG. Inc. J. E. CAMPEAU 

National Rep. President 
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we deliver 



1000 




ike this 
for 31c 



* 





• 



'and her family 



luch prettier, actually, fr^i a sponsor's point of view, because 
these ladies buy! And at WVNJ you can talk to a thousand 
of them (and their families) for one minute at a cost of only 31c. 
Same rate for men, too. 

Most advertisers know that the New WVNJ has more listeners 
than any other radio station broadcasting from New Jersey. As 
a matter of fact — almost twice as many as the next 2 
largest combined.* 

•Source — Ilooperatings Jan. — Feb. — New Jersey 

Most advertisers know the quality of this audience — for the new 
programming concept of playing only Great Albums of 
Music has brought the station thousands of new and potentially 
better buyers than ever before. 

Most advertisers know, too, that WVNJ delivers this audience 
at less cost per thousand than any other radio station not 
only in Jersey but in the entire metropolitan area as weU. 

That's why WVNJ is the hottest radio station in the New 
Jersey market — bar none. Get the facts and you'll 
make WVNJ part of your advertising day. 



Represented by: 
Broadcast Times Sales 
New York OX 7-1696 



WVNJ 

Newark, New Jersey 



f 



60 



Radio Station of the Newark Evening News 
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l»i o;i(li;i>| v(i\itc-; l>nl wliiil llic Ire >\>l«'m |>rol>:il>l) would do i«< j<-o|Kird i/.<> lice 
l\. 

I'lnllu'i iiijiiirti (Icllci : \ ii;n row Ic-I wonldnl ^l\r woi lliw liile nii-wcr^. On llic ollin 
liiiiid. a Itroad liial of ftc l\ wonid hr ini|)o>vil)|c |o rcNcrr-r and lliiis would "iii\ol\r a ml- 
riilalrti ri.»k of siirli niagnilndc^' tlial ('onizir-s >lionld niakr tlir drri>ioii, 

(^lu'lf. a lnj;li-raiikiii'; nii-mlMT of llu- lloii-c Jnditiar\ (ionnMillcc of wliicli ('rlln i- 
cliaii man. look \ iolcnl i^-iic willi lliis \ iew and a >iniilar one ad\anf fd lo llir l (,(. |)\ 
llairi>, cliairinaii of the llon-r (lonniu-nr Coniinillcf. 

\-kfd l]liclf of ("liainnaii Dot-rfor: "Since wlirii lias il Imtii a calciilalrd ri>k lo 
iii\«' lo llic people of the L'liiled Stales llie ri;:lil lo decide wlnilicr a connnodil\ i- 
jz I or had?" 

( iicif !«aid liic VCC. iui- llic It'jial power lo art on a Icsl and j;i\e llic niallcr ''fair' coii- 
>idcralioii. lie canlioiicd Docrfci : 

"i\l (his laic honr do not allow aiiyhody. no matter wlial po>ition he ina\ hold in or 
out of ^o\ criiiiicni. lo alteiiipt to eitliei* pi'cssiire oi' iiitiniidiite \oii.** 



The .Me.viciiii and North i\inei"icaii hroadciistin^ treaties appear to lKi\e heen 
sl\ inied. 

Ahoiil 70 da\linie stations \\ei'e ahle to swin<; eiioii<:li wei<:lit to hold o(T ac- 
tion, dcspilc llic fad thai llic FCC. Stale l)c,)arlmcnl and hulk of liic Inoaclra-liii;.' iiidii— 
li\ pleaded willi llic .^ciialc I'orcifiii Ucialioir- -i]l)roiiiiiiillcc to rccoiiiiiiciid liic licalic-' 
appro\ ai. 

Ka\ Li\esay. elKiirniaii of the Dayliiii;* Itioiidcaslcrs Vssocialion. lold the siih- 
coniniiltee that liis <;roiip had \oled (t*) to I a;iaiii-<t ratiiicatioii for liii- ^ca-oii. 

The treaty with .Mexico w<iiild fi-ec/.." pi'ociit ii^e of tlu" chaiiin'K on wliicli 
2.'>() dayliiiiei's opei'atc. llnis "prcj udir iiij; llic ( asc llic daxliiiicr- lia\c pic-cnlcd lo llic 
I' (X for ioiijicr hours of opcralimi. 

Said Sen. i'nlhriphl. llic chairiiiaii of the ~iihcoiiiiiiillcc: 

IJccansc of llic dclcriniiicd opposition, it \»oiihl he useless to present the pads to 
the .*^enale in \ icw of the need of a two-third- \olc for lrcal\ ralificalion. I he difTcrciicc 
will lia\c lo l>c roinpvoiiii-cd wiliiiii the iii(hislr\. 

Mcaiiliiiic the Clear Channel Hroadcaslin^ .'^cr\ i( c and I'CC Coiniiii--ioiici ll\dc wariicl 
llial operations \\ilhoiit international control could he chaotic. 

A hid for reconsideration of the ])rnposal lo forhid n-^c of oiie-cliaiiiiel ho(i«l- 
ers with \lif stations came np liefore the I'C'C this week. 

1 he plan wa> iiiatic In a dclcj:alioii from liic l\ock\ Moinil.iin >lalc-. iin hidini: (Colorado 
CoNcriior "\icliol>. 

Their aiiiiinienl: Inu di-laiicc'< onl wc^l and the iiioniilaiiion- lerrain make hoo^icr- 
iicrcssar\ c\eii with \lif ^lalioll^. 
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ring any bell in Boston 
and raise an a. a. p. sponsor 

A most impressive directory, and every name a major advertiser on wbz-tv's 
"Boston Movietime," showing- Warner Bros, features. 

More and more of today's most imi)ortant national and reprional advertisers 
are finding' Warner Bros, features the way to higher ratings and 
greater sales. This list does not include all the sponsors . . . and, of 
course, it covers only one station. The same story is being repeated 
coast to coast: New York, Buffalo, Miami, Chicago, Milwaukee, Columbus, 
Cincinnati, St. Louis, Kansas City, Wichita, Oklahoma City, Dallas- 
Ft. Worth, Tulsa, Denver, Salt Lake City, Spokane. Seattle, Portland, 
San Francisco, Los Angeles, San Diego and in man\' more cities. 

The same kind of "blue chi])" advertiser will be buying in Baltimore, 
Washington, D.C., Minneapolis, New Orleans and other recently oi)ened 
A. A. p. markets. For ])rogramming appeal and 
sales power, ho]) aboard the Warner Bros, 
bandwagon. Get full details today. Call or wire 

P)stnt>iitiirs fur .-{•■'•'onnli d Arlj^-t.-^ I'rodiirtirms C nrp. 
3!,5 Mndi^ni, Arc. Ml rroii IhU G-JJJ.i ■ NEW YORK 
75 /■;. W'nrkir Dr.. DE'irhnrn J-jn.JoM CHICAGO 

151 1 Itrtioii .sV., i:inrs,d) 7-855-}^ DALLAS 
9110 Sini.<it Bird.. ('IlrMruu- 6-5SS6 LOS ANGELES 



I I I inc 




// round-up of trade talk, 
trends and tips for admen 
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CHS, Inc., may make some small in vcstiiu-iits in European tv operations. 

Frank Stanton lias askod hi* retired tv network jjiesideiit, Jack Van Volkcnhiirg, to 
make a tour with an e\e oj)en for that kind of thing. 

\'an \ olkenhurg now has the problem of fitting in the assignment with the new home 
he's hnilding in N. C. 



Taxi fares arc n(»t pin iiioiic} t(» major IVew ^ Ork ajieiieies. 

In explaining why it moved to glittering uptown quarters this week, DCS&S said that 
— amon«^ other things — it >vill save S10,(MM) a year in traiispintation charges. 

(The agency estimates it will do S17.5 million this year.) 



C(mipetition in the home permanent fiehl is getting tighter as women's tresses 
"row shorter. 



Sales were down lO'^ last year, may drop again this year. 



The Yankees and General Motors are kindergarten operators in promoting internal 
cmnpetition for sharpness' sake, says Madison Avenue. P&G is top nominee among 
agency men. 

And it works heautifully for I'&G: It keeps the agency stable trotting ont new 
ine(h'a and marketing concepts — some of them involving brands in other shoj)s. 



An illustration of the speed at which advertising decisions are made in the air 
age: Eastman Kodak wrapped np its S5.5 million deal for the Ed Snllivan show 
within 48 hours after JWT ])itched the package. 

Even a mid-Atlantic phone conversation with Europe-bound chairman of the Eastman 
board, Thomas H. Ilargrave, was iinolved in the rush to the wire. 



Latest magazine to seek sid)scriptions via the P.I. route in radio is Street & 
Smith's Living. 

Deal offered: The station gets dO^* out of each SI subscription. 



Each field has its cluster of indnstry-niiiided individuals who tackle and articu- 
late the jjvoblems of their business as a whole — often through trade associations and simi- 
lar groujis. 

would include: 



In advertising, a list of such "solid citizens' 



Ben R. Donaldson Ford Motor Co. 
J. Ward Maurer. Wildroot Co. 

Henr\ Schachte Lever Bros. 

Wesley 1. Nunii Standard Oil Indiana 
I). P. Snielser Procter & Gamble 

Edwin W. Ebel General Foods 

Sherwood Dodge Fletcher D. Richards 
\orman II. Strousc J. \\ alter Thomjjson 



Fred Manchee 
Frank K. White 
Br\ an Houston 
J. Kenneth Laird 
Charles A. Pooler 
W . 11. Wulfeck 
E. L. Deckinger 
Max Lhl 



BBDO 
McCami-Erickson 
Bryan Houston 
Tatham-Laird 
Benton & Bowles 
W illiain Esty 
Grey 

Kenvon & Eckhardt 
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B'G, NEW /NDUSTR/ESI 
RECORD EMPLOYMENT! 

RETAIL SALES SOARING! 



00>NNTO>NN 




BUaomC CONSTRUCTION AT NEW HIGH » 
NEW CITY AUDITORIUM! 

NEW SHOPPING PIAZASI 



IN PURCHASING! 



Ufica tied for 4fh place in proportionate increase 
in department store sales in 1956 among the 20 
top northeastern metropolitan cities, as new 
industries joined expanding "natives" to give the 
Utica orea the largest proportionate increase 
over last year in total non-agricultural employ- 
ment of all major New York State markets . . . 
pushed Utica's average production wage up a 
record 30% in 7 years! Ufica Area Annua/ Retail 
Sales (eslimated): $352,000,000! This is real pur- 
chasing pawer! 



IN TV COVERAGE! 



^ And WKTV matches this purchasing power with 
selling pawer — the first television station in 
J Central New York to broadcast with maximum 

visual power of 316,000 watts . . . equal in 
strength to any VHF television station in the 
United States! WKTV brings the besf passible 
picture with the greafesf cantinuHy af service to 
the widest passible audience — both in black 
and white and in color! Tell your story to this 
rich market through its strangest medium — 
WKTV! 



WK(TV) 



serving UTICA- ROME New York 

Repreienled nationally by Donald Cooke, Inc. 



T^aut tcCcccutui^ c<Kt^ ^iuxxcmu^ (AoumC ^^cccAcr 3/6,000 coiatt4. 
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COVERAGE vs. COST 
in Madison, Wis. 

You pass the point of diminish- 
ing returns when you look be- 
yond WKOW-TV in Madison. The 
"bicycle tire" fringe you add 
with VHF costs $53 and contains 
homes you reach with "basic 
buys." WKOW-TV delivers 70% 
as much share of the audience* 
at only 45% of the cost. 

*Madison Telepulse— 
April, 1957 




WKOW-TV 

ABC in Madison, Wis 

Montgomery's No.l 

Radio Station 

WRMA 

Serving 200,000 Negroes 



-^nnounceA tlie 
^appointment 

JUDD SPARLING 

as Station Manager 
AND 

EVERETT - MC KINNEY, INC. 

as National Representative 



YOU CAN COMPETE 

i Continued from page 31 j 

meat and meat products: Eas\ Laun- 
dry Appliaiiee? l)iv. of The Murray 
Corp. of America, Chicago; Tidy 
House Products Co., Shenandoah, 
Iowa, for Dexol jjowdered bh-ach, I'er- 
fex all-])ur])ose cleaner. Ch)sstex h(]uid 
starch and Shina Dish liquid deter- 
gent: Zenith Radio Cor])., Chicago: 
W . *F. McLaughlin & Co.. Chicago, 
Manor House cofTee: Schnadig Cor])., 
Chicago, for International Furniture 
and Kar]X'n Furniture divisions; Con- 
tinental Illinois Bank and Trust Co.. 
Chicago. 

Blis>. in discussing commercial 
treatment for his tv clients, says "the 
client often wants the ohvious nay, and 
this is certainl) the easy way out. But 
in bu\ing Carr\ Moore, for example 
I Best Foods sponsored him on the CBS 
TV network), we use him as a sales- 
man. We try to understand his per- 
sonality and his way of thought. We 
write material that utilizes all his spe- 
cial commercial values. W^e disarm the 
audience so they don't duck the com- 
mercial.' 

Ludgin was ahead of most agencies, 
and almost all advertisers, in forecast- 
ing the ini])ortance of television a dec- 
ade ago. It was a \ery small agency 
10 } ears ago yet even then it sought 
the new and the unex])ected. Tele- 
vision was both. 

Jane Daly, who in 1947 was almost 
a one-woman radio department and 
who is now vice ]jresident in charge of 
radio and tele\ision. urged manage- 
ment to ]joint its thinking directly to- 
ward television. Management did just 
that, mulling tv's future for two years, 
buying its first tv campaign in 1949 
and continuing strong in the medium 
ever since. 

Savs Miss Daly: "We have ahva\s 
had a creative a])proach to buying and 
to other broadcast functions not nor- 
mally considered creati\e. We — as 
every other department here — reach 
out for the new, not merely because it 
is new but because we want to capital- 
ize on the unexpected and be flexible. 
This is what threw us into tv perhaps 
before we should have been. 

"\W latched onto tv very quickly. 
WVve always a])proached the problem 
of how to use it (and all media, of 
course! with a full briefing on the 
over-all account problems and the cre- 
ative ap])roaches being used. W^e've 
worked bard and fast to keep up with 



tele\ision. So far, we haven't had 
inueh of a chance to ])hilosophize 
about it." 

If she did have a ])hiloso])hy, she 
says it would be: the more fully in- 
formed a buyer is about the account 
problems the better that buyer o])erates 
aiul the more successful the campaign. 
The bu\er at Ludgin, for cxamjile, will 
make it a ]>oint to hear ETs, see films, 
or read co])y slated for ever) broadcast 
campaign because certain elements 
might not jibe with local market tastes, 
the character of the station being 
bought, adjacent shows, and the like. 

Miss Dal) heads a broadcast depart- 
ment staff totaling 16 ])ersons and they 
work also with service and ])roduction 
])eo])le in Hollywood and in New York. 

The jobs break down to: director, 
one; ])roducers, three: timebu\ers, 
three; traffic, two: secretaries, three; 
clerical, three; research, one. She has 
a tv-radio research specialist in her 
department, separate from the research 
unit. 

She functions as a bu)er, largely on 
network shows, with Ruth Babick. 
chief bu)er, and buyers Marihn Biele- 
feldt and Kay Morgan on the spot cam- 
paigns. Her ])roduction staff, which 
works on tv and radio commercials: 
Clair C. Callihan, A. Da\ id Cloud, Jr., 
and S. Hooper W hite. 

Miss Daly says her greatest concern 
today is the ''increased and the increas- 
ing costs of television. Tv is being 
narrowed down to the advertisers for 
whom it realb works. Time and talent 
rates and commercial costs make the 
successful use of television more haz- 
ardous than e\er before." 

There's no room for the mediocre 
buy, she sa\s. She sees as '"musts": 
more effective commercial use, contin- 
uallv improved time schedules, '"no 
wholesale buving or handling.'' anab 
ysis of every spot announcement in 
any client's schedule at least once a 
month — "handling each announcement 
like a show buy" — improvement in the 
product itself rather than cost cutting 
to get maximum value from the client's 
investment. 

Ludgin ])uts a lot of emphasis on 
network programs. su])])lementing 
many of its show schedules with 
s]iot. Commercials scheduled within a 
show should be "a ])art of that show,"' 
in Miss Daly's o])inion. 

"The commercial interruption should 
be as unobtrusive as possible. \^ e 
think we get a more smooth handling 



(>(> 
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L,l co|)\ il \M' ii><i" j>r<)<:r;iiii x'tliMj:^ 
niul |)i()tir;nM |)rr>()ii;ilitii'>. i such 
(liirlis (lid willi linl^'ri on tin* 

irnsliin^ttin S(/itiirt' >cric^ l;i>t MVi-on 
on \\](] '\'\ I. Tlic nioic smooth tlii' 
Initisilion itito ii ronnnrrcial fioni (lie 
|)rnjnatn. llic fewer iinilesiniMf |)iinc- 
Inalion tnaiks for llie \ie\\er. 

"To llu- |)(Msoit watcliiiij;, llie r(nn- 
mercial i> a pari of llie .show. The pro- 
pram can f;i\e the coiiimereial the 
rij;hl aura or framework for |)resen- 
latioii. I he eumtnereial. of eourse, is 
the major jiisliliealion for ha\ inj; a 
show at all." she sa\ s. 

•\ hij,' item in program protection 
in (le\ elo|)in<; and keeping; andienees 
to a particular proj;ram is a cond)i- 
riation of |)ul)licit\ and merchandisin<r. 
In her opinion, this can make the dif- 
ference between "■complete satisfaction 
ami mere aceeptanee of a pro<.'ram."' 

Lndjiin s l>n\ iuL' leehniipu' for lime 
periods, either network or spot, follows 
the same |)recepts set down for the |)nr- 
ehase of million-dollar proizranis or 
fur de\elopn)ent of a fi\e-\ear market- 
in'; plan. I'ven thonph the a^'enc\ is 
euiphasi/in<.' the nse of rating's and 
analyses more than e\er before, "we 
would fight to the hitter end hiuiuj: on 
sheer eost-per- 1 .000." sa\s the t\ -radio 
director. ■'Katiiigs are like aiu other 
mechanical tool: \ on look al it. walk 
around it. use it if necessary hut put 
il aside as more facts come into pla\." 

Katiugs are onl\ ""a <.'iiide."' sa\s 
chief l)n\er Untli Hahick. "WV iie\cr 
1)U\ on cost-per-1.000 alone hecaiis,. 
aiiNone who realK tries can .ome nj) 
with a eolossal cost hgure."' 

The funclioii of timelnu inj; is 
e(]iiall\ significant —no more, no less 
than that of eop\ and art |)repara- 
lion. These jnhs are handled 1)\ I2 
artists (se\(Mi of whom are art direc- 
tors) and 12 writers (se\eu are senior 
writers) uiuh-r the direction of John 
H. W'illinarth. e\eculi\e \ ire president 
and creative dir(>ctor. 

In his department, as in e\er\ other, 
there is mudi lateral iiio\emeiit to 
other areas of creali\e endea\or so 
there s a iniiiinuim of hhieprint and 
red tape. K\ er\ writer and artist has 
an op|)ortuiiit\ to develoj) his own tal- 
ents in tele\ ision. for example, al- 
though it may end up that his forte is 
magazine illustration or copy instead. 

W'illmarth, after obser\ iiig mam of 
his artists and writers funetioning in 
the complex field of tv ideas and stor\- 
boards. sa\s the writer habitualK 



niak<'> a greater \isnal contribnlion to 
a t\ commereial than does (In- aili^t. 
Wilhnailh is working to get a beitei 
balance between the two, with the art- 
ist coniribuling cop\ ideas and the 
writer contributing \ isiial plans. 

In liite with the t\ and radio depart- 
ment s plan of showing Museum of 
Modern \rl liliiis to all einplo\ees. 
W'ilhna itli suliscribes to another simi- 
lar idei. The ageii( \ has regular din- 
nei iiieetings during the winter season. 
\n aecoiint sii|)cr\ isoi |)icsents the full 
s|oi\ of his account to e\er\oiie who 
works at Ltidgin. He goes into the 
ramifications of tin- product itself, its 
|)ro(liiction problems, compaiu liis- 
lor\ . the maikeliug plans and objec- 
ti\es and the merchandisiug |)r()graiii. 

I his s oiT all dow 11 the line. I'.\ en 
the newest >teno. after attending one of 
these meetings, has a new and bigger 
grasp of the Tid\ Ibmse corres|)oii(l- 
euce as .she t\pes letters. \iid. at the 
planning le\el. (he research people see 
how their work meshes into the proj- 
ects of nierchandisiug and account 
ser\ ice and ( lieiit planning. 

biidgiirs research program mar- 
ket. c()|)\ and media — is hea(h-d l)\ 
W . Uobinson. \ ice president, lie 
thinks all pliaso of agene\ research 
are broadened and made more luean- 
iiigfiil b\ close cooperation with tlu^ 
creati\ e staiT. 

The agency is pioneering in the field 
of cop\ research. |)articiilarl\ , and is 
also seeking new teelnii(|iies in market 
research. r\ cop\ research is |)articu- 
larl\ \ ilal as more mone\ is being 
poured into the inedium b\ an inereas. 
iug iniiuber of clients. 

Of oiK^ thing Uobinson is \(*r\ sure, 
in a research field filled with \ ast un- 
certainties: ■"There is still no substitute 
for the brilliant creali\e man tiirniug 
t)ut a coiiimereial he feels and belie\e> 
in. 1 here's no need for friction be- 
tween roeareli and creati\e. 

Hliss, looking toward the ageiic\ s 
future. sa\s ■"Creati\ it\ . as important 
as it is. is not the onb thing which 
shores u> u|) for the future. We are 
one of the .strong niarketing agencies 
and this is the base on which the crea- 
tive work originates. 

"".Marketing is the bedrock of ad\er- 
tisiiig. 'Ibis will be more true in tlie 
future than it is toda\ . The onb agen- 
cy which will sur\i\e in the c(uisunier 
field is the marketimi a:;enc\ . ^ 



ONE OF THE 

FIRST 100 MARKETS 




THE BO* 



WHBF 

RADIO & TELEVISION 
FIRST IN RADIO 



1st IN DOWNSTATE ILLINOIS' 
1st IN THE QUAD-CITIES 

according to NCS No. 2 

*AII 6}! 




REPRESENTED BY AVERr-KNODEL, INC. 



■* I- 

■< T 
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a giant's voice 

Heord ihroughour the Roc^-y Moun- 
loin Wesl . .IS the welccTie voice of 
KOA RADIO* Its the giont 50.000 
welt voice thol hos dominoted the 
rich Western Morkel for over 32 
yeorsT 

GIGANTIC RESULTS- 

KOA-RADIO is the gioni selling 

force in itie West the 

on/y voice you need to reoch — 

ond sell— ihe entire 

Western morl>el! 



Call 
NBC 
Spot 
Sales 

One of Americo s qreof rodio stolions 
850 Kc • 50,000 WATTS 
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liY ODT 
11 FROiT! 



Oldtime steamboat races along 
our Ohio River Valley were often 
close, and hazardous to put your 
money on. Quite different from 
today's audience race among 
TV stations. When you put your 
money on WSAZ-TV, you've 
picked THE winner. Survey after 
survey gives the title to this 69- 
county giant — and the latest 
Nielsen is no exception. Consider 
these WSAZ-TV margins over 
the next-best station: 

95,670 more homes per month 

99,430 more homes per week 

101,130 more daytime homes, 
weekdays 

100,580 more nighttime 
homes, weekdays 

WSAZ-TV steams with compar- 
able popularity across a four- 
state domain wherein almost 
$4,000,000,000 buying power 
awaits advertisers who like to 
ride with the winner. The gang- 
way is down at any Katz office. 




HU/NTIMGTO/N-CHARLBSTO/N, W. VA. 

AHiliafed with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 

LAWRENCE H. ROGERS, PRESIDEN i 

Represented by The Katz Agency 



Reps at work 



ajieiicies 



u--''6ob Howard, M5C lladio Spot Sales, \p\\ \ork. feel 

.-liould (le\elup a new attitude toward their tiiiielni\ ers, ^\ho are 
soiuetiiiies underpaid and often o\er\\ (Tked. The buyers should be 
accorded prestige commensurate with their responsibilities and 
should have adecjuate time to make the be>t possible purchases." 
Bob also thinks that agencies are 
mis>iing a good bet if they over- 
look the fact that sjjot radio can 
make valuable tie-ins with local 
distributors. This can be accom- 
plished as well by sj)ot campaigns 
as bv network broadcasting or ua- 



i 



{ 



tional magazines 




Another factor 
which agencies ignore, he says, is 
that the entire weekend is a good 
buy for a saturation radio sched- 
ule becau>e prices are low and al- 
most ever\one is available for 

weekend listening. Throughout the summer vacation months, radio 
is the only broadcast medium which reaches masses of people in their 
cars, in parks and at the beach. Instead of taking a "nobody buys 
during the summer'' attitude, sponsors should study the sales situa- 
tion in their own industry. They may find it profitable to continue 
spot radio advertising through the summer for ver\ little money. 



Howard B. Myers, \ice president in charge of the Chicago office, 
Venard. Rintoul & McConnell, says: -'Over-commercialization of ra- 
dio stations has concentrated the advertiser's demand for specific 
time periods — usually prime times of early morning and early e\e- 
iiing. Few advertisers buy Sunday, for instance, )et there are cases 

where there's a 2r>^'c tune-in on 
Sunda\ w ith a station getting 40*^^0 
of the audience. Advertisers have 
the naive idea that when an an- 
nouncer says 'go down to the store 
to buy product x' this is what peo- 
ple do. They don't. The function 
of broadcasting is to impress as 
manv people as possible as often as 
pos-ilde w ith the brand name so it 
conies to mind when the shopper 
actuallv goes to market. You make 
this impression as easily on Sun- 
day afternoon as \ou can 7 to 9 a.m. during the week. In addition, 
there's not so much competition for listener attention in these so- 
called off hours. During prime hours the advertiser is vying for 
attention, as well as for the listener often against a competitive prod- 
uct. Non-prime time reaches this audience with less com|)etition." 
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DICTIONARY OF SYNONYMS FOR WSM-TV 




First Violin . . • If you want your product to play 

before the top audience in the Nashville Market, better pick WSM-TX'. 
By every yardstick, and particularly by the all-important ability to move 
merchandise, WSM-TV is clearly Nashville's Number 1 television 
station. Ask any Petry man for the facts. 



Channel 4, Nashville, Tenn.« NBC-TV Alfiliale • Clearly Nashville's #1 TV Station 

EDWARD PETRY & CO., National Advertising Representatives 
WSM-TV's sister station - Clear Channel 50,000-walt WSM Radio - is the only single medium that covers completely ihe rich Central Sojfh market. 



WSM-TV 
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PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 



FIRSTinPULSE 

Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 

WHRV 

1,000 watts a be 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 

6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 

the door ia always open . . . 



Bob Dore Assoc., 420 Madison Ave., N. Y. 17, N. Y. 

* JUNE 'S0 PULBE 



Tv and radio 
NEWSMAKERS 




"I Harry W. Chesley, Jr., 1? the new |jresi- 
dent of U'Arcy Advertising Co. Announce- 
ment of Chesley's election was made by 
Robert M. Ganger, cbairitian of the board 
of the adverti<?ing agency. Chesley succeeds 
the late Percy J. Orthwein who died last 
week. Before Chesley joined D'Arcy as 
executive vice president and a director of 
the company, he was vice president in 
charge of marketing for Philip Morris Co. As D Arcy president he 
will continue to make his headquarters in St. Louis. Along with 
Chesley's appointment. D"Arcy also announced that Ganger will take 
over as chairman of the executive committee in addition to his other 
duties. At the same time the following men were made v.p.'s: Peter- 
sen 13. Marzoni. research director. rSew York; \^ illiam Raidt, account 
supervisor, \ew York; and Peter Cavallo, radio-tv director, Chicago. 

Ceorge C. McConnaughey who recently 
resigned as chairman of the FCC has 
opened a law office in Washington. D. C. in 
partnership with George 0. Sutton and 
Robert D. L'Heure-ux. McConnaughey is 
also former chairman of the Renegotiation 
Board, chairman of the Public L tilities 
Commission of Ohio and president of the 
"National Association of Railroad and 
I tilities Commissioners. Sutton has been active in the practice of 
counnunications law for the past 27 years and L'Heureux recently 
>erved as Congressional liaison for the FCC. Taking McConnaughey's 
place as a member of the FCC is Frederick W. Ford, former first 
assistant to the Deputy Attorney-General. Ford pre\iously served the 
FCC from 1947 to 1953 as chief of the Hearing Division of the 
Broadcast Bureau. Earlier John C. Doerfer became FCC chairman. 



^^^^^^ John R. Mahoney has been appointed 

^^^^^^^ station manager and sales manager for 

IBG. Philadelphia, according to an an- 
nouncement made by Lionel F. Baxter, 
managing director of Vi'lBG and vice pres- 
ident of Storer Broadcasting Co. The 
10,000 watt radio outlet in Philadelphia 
was recently bought b\ Storer. Mahoney 
has been with W'lBG since 19.54. He joined 
the station as a sales representative and was made general manager 
in 1956. His earlier broadcasting background was also in Philadel- 
phia at WIP and \VFL\. He served both of those stations in sales 
capacities. Mahoney is active in extra-curricular industry activities, 
presently ser\ ing as secretary of the Philadelphia Radio Broad- 
casters Association, is also a member of the TV-Radio-Advertising 
Club of Philadelphia. He is a L^niversity of Pennsvlvania alumnus. 
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WGR-TV 
S E L L S 

B ij F F A l6 ! 




ABC AFFILIATE CHANNEL 2 

Peters, Griffin, Woodward, Inc. 
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It's a great system 

\\ hen Hiin iciiiie Audrey ^tl■uck the Gulf Coa^t, liidio and 
telcMsiou stations throughout a wide area raeed into action. 
They reported on the progress of the storm, sending out 
warnings which literally saved thou>an(l^ of lives. Often at 
gieat pei-?onal ri>k. and via mobile unit>. phone> and heli- 
copters, hi()adea>lers j-ent hack miiiiite-by-minule repoits on 
where the danger wa> greatest. Station> threw advertiseis off 
the ail left and right in order to concentrate on .-eivice. 

Tlii? they did voluuUiiily and as part of a great public 
seivice tradition. Once again they demonstrated the caliber 
of die American bioadcasters and the \iitues of the free 
system of broadcasting. 

Storer's 30 years 

The Storer Broadcasting Co. owns 12 stations in eight 
niai kets. Yet each of its stations is operated with a focus on 
local community needs and local service. This is peihapj 
the secret of Storer s success and certainly a tribute to the 
operating philosophy of George B. Storer and his associates. 

Storer has been in business 30 years, celebrating its 30th 
aimiversaiy this month, and yet has never lost its sense of 
yontliful growtli and excitement. You have only to visit any 
of the Storer stations to know this is so. (The stations: WSPD. 
WSPD-TV, Toledo; WJW, WJW-TV. Cleveland; WJBK 
WJBK-TV. Detroit; WAGA, WAGA-TV, Atlanta: WIBG. 
Philadelphia; WWVA, Wlieeling, W. Va.; WPFH-TV. Wil- 
mington; v. GBS, Miami.) 

Tv and Radio Basics 

With the next issue of SPONSOR (27 July), readers will 
receive our 11th Annual Tv and Radio Basics. Between its 
bright yellow covers you will find nine "Use " sections, each 
with a dual purpose: (1) for use inmiediately in ])lanning 
and decision-making; and (2) for use over the entire year 
to coiue as a basic reference. 

It was because so many readers pointed out to us that 
our July annual Basics book was of value the year-round 
that we decided to change its name from Fall Facts Basics 
to T\ and Radio Basics. 



THIS WE FIGHT FOR: There's a big job to 
be done in training new tiniebuyers who've been 
entering the field in droves. Radio's jiuula- 
nientals. particularly, are overlooked. W e sug- 
gest agencies review their training programs. 



lO-SECOND SPOTS 

Su mming up: 0\ erheard in an agency 
curridor where the new exec was be- 
ing discussed in absentia : ''A very 
s) mpathetic guy — in fact, he practi- 
cally drips off his pedestal." 

Back to natural: Hit Parade Ci^^a- 
rette has a commercial featuring the 
■'Tip-Off Test" which suggests smokers 
tear off filters of \arious brands and 
compare the difference in taste. Does 
this mean that "Your taste can't tell if 
tJie filter's there?" 

Tnterprising: Giuseppe Ruggiero, 
Italy's tv promotion chief in charge of 
distributing show prizes such as refrig- 
erators, tv sets and autos. went to jail 
recently charged with rigging give- 
away programs. He is said to ha\e 
chosen contestants who w ould give him 
kick-backs. IV ell, that's one nay of 
screening show candidates. 

Top secret: Latest story on Ford's 
new Edsel comes from Beverly Hills 
where Foote. Cone & Belding along 
with Ford officials were secretlv film- 
ing tv commercials against unveiling 
day. Several kids with cheap cameras 
slipped past security guards, snapped 
pix. Production staffers cornered kids, 
made deal to bu\ cameras for S3. They 
accepted, bought more cameras, pock- 
eting their profit, and returned. This 
time they held out for S4. The last 
going rate on camera purchases by 
FC&B was quoted at S5 per. 

Huh? From the latest Teen- Age Sur- 
vey, Inc. report: ''Our interviewers re- 
port a trend toward ballads and sweet 
music even though rock and roll ap- 
pears to be stronger than e\er." A 
trend that runs smack into a contradic- 
tion. 

Hoch in der luft: Stuttgart, West 
Germany, boasts a 700-foot tv tower 
that has two restaurants, tv and radio 
transmission facilities and an observa- 
tion platform 500 feet from the ground. 
i\ot quite as high as the Eiffel Toner, 
but it sounds more utilitarian. 

Fan mail: In Washington. W\^'DC 
radio d.j. Fred Fiske was sent the 
following poem from a lad\ listener in 
Silver Spring, Md.: 

Freddie Fishe's my daytime friend, 
I Iwve no other choice. 
I never listen to what he says. 
I only hear his voice. 
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A TOP PERSONALITY 

Gil Newsome has been a leadine St. Louis personality 
for years — the past three on radio and TV. For proof of 
this audience superiority refer to ARB or PULSE — for a 
real convincer of Gil's 'selling' personality checK with 
KATZ for his latest kine! 

A LEADING PROGRAM 

The "Gil Newsome Show" Is a fast- paced hour that 
blends music with pantomine and dance and features a 
diversified roster of name guests. Combined with quality 
production, it's a natural with the St. Louis audience! 
And now, add . . . 

A NEW TIME AND AUDIENCE 

A full hour Monday through Friday from 5:00 until 6:00 
p.m. — reaching an all-family audience including the buy- 
ing team of the household. Hard goods and other major 
products that require a joint man-and-wife buying decision 
as well as food and drug items deserve participation 
on this all -family show. 



AT INTERESTING RATES 

Participations, live, film, or slide, begin at $165.00 
(I time, 1-minute) and $99,00 (I time, 20 seconds) 
and qualify for the KWK FIVE AND TEN PLANS 
(20-40% discount). Contact KATZ today for avail- 
abilities, the new kine, and the full story on this 
leading show in St. Louis! 




SERVING THE GREAT ST. LOUIS MARKET 



the LEADER in St. Louis television 
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REPRESENTED 
NATIONALLY 
BY THE 

KATZ AGENCY, INC. 



WFMY-TV • MAXIMUM POWER ON CHANNEL 2 • GREENSB 




Flying high*** 

Your sales and profits soar here in the Prosperous Piedmont section 
of North Carolina and Virginia when you buy WFMY-TV. True, 
because no other medium delivers rocket-like coverage of this top 
TV market of the nation as does WFMY-TV. Call your H-R-P man 

today for full details. 




Greensboro 

Winston-Solem 

Durhom 

High Point 

Solisbury 

Reidsville 

Chopel Hill 

Pinehurst 

Southern Pines 

Fort Brogg 

Sonford 

Mortinsville, Vo. 
Donville, Vo. 



WFMY-TV . . . Pied Piper of the Piedmont 
"First with LIVE TV in the Corolinas" 



50 Prosperous Counties 
$2.7 Billion Market 



2.1 Million Population 
$2.1 Billion Retail Sales 



ujf my-tv 





GREENSBORO. N. C. 

Representee/ by 

Harrington, Righter & Parsons, Inc. 

New York Chicago San Francisca Atlanta 



Basic 




Since 1949 



